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Postal Rate Rise 
Set for Hearings 
mtarting April 25 


WASHINGTON—The deadlock over 
hostage rate legislation may have 
broken Thursday when the Senate 
host office committee voted to hold 
» series of rebuttal hearings on in- 
reases, ranging from $100,000,000 
o $150,000,000 a year. 

While there is still strong com- 
ittee opposition to action this 
wear, the decision to bring the 
postal issue into the open once 
Again was considered a significant 
ictory for those who believe that 
increases should not be postponed. 
When the hearings open April 
25, Postmaster General Jesse Don- 
aldson will be called to summarize 
the department’s fiscal plight. 
ince the hearings are for rebuttal 
purposes, the committee hoped to 
confine each class of mail user to 
a single day. 


s Though the issue had been thor- 
oughly argued last year before sub- 
committees, the full committee 
agreed to a rebuttal hearing after 
mail users protested that subse- 
quent events—particularly the 
$150,000,000 increase bill passed 
by the House in early February— 
make it necessary to bring the rec- 
ord up to date. 

Inaction following the House vote 
in February (AA, Feb. 13) had led 
in recent weeks to widespread re- 
ports that the heat was off postage 
rates in order to protect the poli- 
tical fortunes of certain key sena- 
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STARTS DRIVE—This page in Philadelphia 
newspapers May 5 will open a 13-week 
campaign in the eastern area for Calgon, 
product of Calgon Inc., Pittsburgh. Smaller 
space will be used in regional papers, 
supplemented by radio and television 
spots. Ketchum, Macleod & Grove is the 
agency. 


tors. 

Newspapers and magazines are 
complaining that the proposed 50% 
increase in second class, falling 
largely on nationally distributed 
publications, is unfair. In the past 
few weeks the committee has been 
under pressure from community 
newspapers seeking more favor- 
able rates. 


# During an appearance before 
the Senate appropriations com- 
mittee early this month, Post- 
master General Donaldson warned 
that the postal deficit could pass 
(Continued on Page 4) 


By MAURINE CHRISTOPHER 
New YorK—Television, during 
the past year or so, has inspired 
many a luncheon speaker to turn 
= Nostradamus. It is interesting to 
note how these prognostications 
stack up with events as they have 
developed. 

Early last year David Sarnoff, 
chairman of the board of Radio 
Corp. of America, and Max Bal- 
com, vice-president of Sylvania 
Electric Products Co., predicted 
that the TV industry would pro- 
duce 2,000,000 receivers in 1949. 
This guess was 1,029,000 short 
of the year’s production as re- 
ported by the Radio Manufacturers 
Association. 

Spyros Skouras, president of 
20th Century-Fox Film Corp., in 
§ January, 1949, forecast that video 
would change the entire operation 
of the amusement world. “We are 
dealing with a mighty giant. It 
will plague us and upset us,” he 
Said. “But when it develops, not 
Only will it affect the amusement 
world, but the future of the human 
race.” 


® It is certainly too soon to ap- 
praise the influence of TV on the 
“future of the human race,” but 
last year the motion picture box 
office—and this is not to say that 
television deserves any or sole 
credit—was off 10%, Variety 
estimates. 

Perhaps the best indication of 


Hazards of Prediction Shown 
1 in Review of TV Forecasts 


the growing strength of TV from 
the entertainment point of view is 
the increasing number of big name, 
high-salary motion picture stars 
who have made themselves avail- 
able to television. 

Predictions on TV’s effect on 
AM ranged from the extreme pes- 
simists, who foresaw doom for ra- 
dio, to the blind optimist, who saw 
no cause for concern. Most author- 
ities took a stand somewhere be- 
tween the two. 

(Continued on Page 22) 
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but one program. See 
‘Eye & Ear Dept.,’ Page 
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Don't Yield on 
Radio Rate Cut 
Demands: Kobak 


CuicaGo—Edgar Kobak yester- 
day (Sunday) warned radio broad- 
casters not to be stampeded by de- 
mands for rate reductions because 
of inroads on radio listening made 
by television. 

Mr. Kobak, a business consultant 
and formerly president of Mutual 
Broadcasting System, sounded the 
warning in a speech prepared for 
delivery yesterday at the unaffil- 
iated stations session of the annual 
National Association of Broadcast- 
ers’ convention here. 

He asserted that radio is, on the 
whole, “by far the cheapest ad- 
vertising buy,” but said that more 
data must be used to get the point 
over to the buyer. 


a “Study your product more thor- 
oughly and sell it stronger, with 
intelligent marshaling of facts and 
results,” he said. “Study the basic 
rate structure and modernize it. 
That is more important than a 
wholesale reduction of rates. The 
present structure is outmoded and 
needs an industry study with a 
new pattern of rate making.” 

Mr. Kobak, newly elected mem- 
ber of the NAB board, called on 
NAB members to take action on 
the following problems: 

1. He asked for more discussion 
of standards, research, operating 
matters and programming. He 
charged that the association “seems 
to be steering clear of controversial 
matters” at its national conven- 

(Continued on Page 8) 
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CO-OP—International Milling, for Robin 
Hood flour; Lever Bros., for Spry; H. J. 
Heinz, distributor of Sun Maid raisins; 
and Pet Milk Co. are cooperating in a 
color page in the April 29 issue of The 
Saturday Evening Post, in which the com- 
panies’ home economists offer recipes 


diacat 


using their r ctive pr Shown 

here is a recipe take-one card, one of 

several dealer aids in the promotion pro- 
gram. 


Dealers Offer $1 
for Each Day’s 
Wait for New Dodge 


MINNEAPOLIS—The Twin Cities 
Dodge Dealers Association be- 
lieves it has at least a partial an- 
swer to the problem of the strike 
which has tied up production of all 
Chrysler plants. 

Any motorist who signs a pur- 
chase order for a new Dodge will 
be paid $1 for each day he waits 
for delivery of the automobile, up 
to a maximum of 100 days, the 
association is announcing in heavy 
advertising in local newspapers. 


Last Minute News Flashes 


Esso’s Flit Campaign Starts in South May 25 


New YorK—Esso Standard Oil Co. will begin this year’s promotion 
for Flit in southern newspapers about May 25, spreading the cam- 
paign northward during June. Plugs on the “Esso Reporter” will be 
made in areas covered by newspapers. The June 19 issue of Life will 
carry a half-page in color for the introduction of Flit’s new packaging, 
which is based upon the traditional red, white and blue Esso color 
combination. McCann-Erickson handles the print schedule, and Mar- 
schalk & Pratt will be in charge of radio. 


Calvert to Promote Half Pint in Chicago 


Cuicaco—Calvert Distillers Corp. will open a spring newspaper cam- 
paign in five Chicago newspapers today for Calvert Reserve with a 
schedule of ads ranging from 1,400 to 750 lines. Set to run through 
June, copy will be based on the slogan “Try the half pint.” Direct 
mail to retailers and extensive point of purchase promotion will back 
the campaign. Lennen & Mitchell handles the account. 


AA Chicago Office Moves; Change Your Records 

On Friday, April 14, the Chicago office of ADVERTISING 
AGE was moved to new quarters. The new address is 200 E. 
Illinois St., Chicago 11, Ill. The old address was 100 E. Ohio 
St., Chicago 11, Ill. PLEASE CHANGE YOUR RECORDS. 
The telephone number—DEL. 17-1336—remains unchanged. 


Blue Magic to Open Test for Sav in June 


PHILADELPHIA—Blue Magic Inc. will introduce its new plastic cream 
starch, Sav, with a test campaign in six cities in the Boston-Spring- 
field-Worcester area in June. Full-page newspaper ads and radio 
‘participations, through Julian G. Pollock Co., will be used. Sav— 
packed in a tube—will move into other markets gradually until dis- 
tribution warrants national advertising. Philadelphia will probably be 
the second market on the company’s list. 

(Additional News Flashes on Page 77) 
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Ads, Displays 
Interdependent, 
POPAI Told 


Motley Cites Example 
of Pillsbury Tie-in 
at Annual Symposium 


NEw YorK—“Point of sale ma- 
terial is worth damn little unless 
it is backed by advertising, and 
advertising that doesn’t make use 
of point of sale material wastes 
its effectiveness,” 
Arthur H. (Red) 
Motley, president 
of Parade Publi- 
cation Inc., and 
chairman of the 
board of the Na- 
tional Sales Ex- 
ecutives Inc., 
told an estimated: 
audience of 1,200 
last week at the 
fourth annual 
symposium lun- 
cheon of the Point of Purchase Ad- 
vertising Institute. 

Mr. Motley emphasized that 
there “have been too many flops” 
in the use of point of purchase 
material. 

“Point of purchase ideas and 
materials should be tested the 
same as advertising copy is tested. 
More practical research is needed,” 
he declared. “Point of purchase 
material has to be sold in terms of 
what it will do to make sales and 
profits for the advertiser and his 
dealers.” 


a Citing a number of instances of 
what can be done in this connec- 
tion, Mr. Motley mentioned an ad- 
vertising campaign conducted by 
Pillsbury Mills on its pie mix 
which had a definite and effective 
tie-in with point of purchase helps 
for distributors and dealers. 
Representatives of Pillsbury, he 
said, helped area and branch man- 
agers of grocery chains move slow- 
moving seasonal stock, suitable as 
pie filling, such as‘ dried apples, 
mince meat and canned pumpkin, 
by offering the fillings as tie-ins 
with the pie mix. Special point of 
purchase displays and windows 
(Continued on Page 77) 


Starting Next Week: 
P&G Advertising 

The first detailed descrip- 
tion ever published of the op- 
eration of the advertising de- 
partment of Procter & Gam- 
ble Co., America’s largest ad- . 
vertiser, will appear in Ap- 
VERTISING AGE beginning 
April 24—next week. 

Don’t miss this detailed 
series of three articles giving 
an on-the-spot analysis of 
Procter & Gamble advertis- 
ing procedure, methods and 
philosophy. It starts next 
week, and continues in the 
May 1 and May 8 issues. 


ag ae ag a au ) 
ee le pat 
ne ee - 
BS ae kes 
oe ens 
a a i 3 
ey a yl, 
“J 
=~ a “ee ik 
- « SEM 3 verges? | ae 
a sco 1@ post oh * 
se eae: La : —— B i ie 
ee ii : 
Bean ae By & ~L¢ rie ay ie Bit >  &§ . 
eee ; _ S eS i 
ao) -in=. —< ie . 2. 2 
i eqeeremumisowancs msctas ee — oD a e ’ 
SSS oe ene : _— = . 
ee: SSS | ED a hee ST a ee | Seis ce 9 
eae — comm BD. m= jae ae Pe \ it Fs , 
eer’ ir eal Ste re VE a cme aye =. oe 
hes aie. Gone a ee we Bethan Pye) \==- Q s whe 
ee (SE) | sent | | at | : 
St a ene ous ee om \ - , A 
sy a, eats Beek ——— —@! a. % \ See 7 . Ss 
= aay SS Ma fimorers ode ts, > 5 GREAT ‘ ; 
oe ay carminasam | Saves ae oS wn REC Be 2: 
mre oe ae me eee ee oe r= > i 7 al 
er So its, 0 CNN 0, | te OD S et os ee es 
oh gente Qo Coe: an ; Tegan 2 nl we 
“ Ren it ene ag’ ee io ee ee, 
etait. be . spl Rees: 7:  &. : 
Cone Sh sed, fe eres aeons = * . 
Ls i SHE te Pe... 
. —S* c= pol tnd Rovis Be dy 2 
: CALBON 6 mer ime ares tome ot oe | 5B soon vemeen ‘ 
eee: 
ing See agt cack 
Peta pe sisi 
Br en ul era eek 
etree oA 
A hs a | Eis 
| pe | | . 
= 
| 
Li a ee: 
2 pamtog es =. 
ree ae 
he te eae | ee 
ee ae ee 
Le) i | es ora 
ee | es = 
eae a | Vue 
eee cee! oé 
yen yee 
at oe pire 
Rare cst ae 
pe eae eA, See E ants 
TS a cc | 
oe. ae 
re Bh we’ a 1 
a ! 
nm | q 
i, 
a, 
ae OOOO en ee UTI IEEE SESE j 
gal 
i 
oe ae eae | ee 
i i 
he 
fea a | 
mt a aa a 
Seem > 
pee a 
Le eh ° 
23 Oe aa 
sae a eae te 
ee eed ee: # : 
re gr aD. 
one re | - 
Re ? a ey 
aa es < 3 ror 
ace Se hy re 
Spee Mie Binds 
cS ie oe ed 
Pe ; 
mal eae 
ES Agta ae ; 
pene oid 
tot 
cae HA eo ‘ 
em 3 | ’ 
2 See es < fai 
pi ON Ei OG) oot g a ee ciel iy Wie it ance Ne gee Baia 5 is aaa eae i : : gee ete aps oe Bi od ee a eee ae gh 0 ee Se ae Pe are eh PN Ee ey cee 
Ss ere Eee pig att 1g ee ee pl athaen ar oleae ale peed. aoe ortega ct i ee Pe ees BA pe ae Sig la ah ee eae Sige gi See, ee NE ee ils ey Cee ee Rages ees 


P&G Starts Cheering for Cheer, New 
Detergent, in Syracuse and KC 


CINCINNATI—Wth its marketing 
and advertising plans still very 
much under wraps, Procter & 
Gamble Co. announced last week 
the introduction of its new syn- 
thetic detergent, Cheer, “in two 
market areas.” 

The markets are Kansas City 
and Syracuse, and surrounding 
territories. The fanfare started in 
Kansas City April 10 and is sched- 
uled to hit Syracuse April 17. 

According to the official an- 
nouncement, the introduction will 
be supported by a concentrated 
merchandising and advertising 
campaign, using newspapers, comic 
supplements, radio and outdoor 
media. 


ws At AA’s press time, however, 
only the radio barrage was in 
operation in the Kansas City area. 


Newspaper schedules had not yet 
been determined fully, but it was 
learned that introductory copy 
would run full page and probably 
in two-color r.o.p. and that the 
schedule would be extensive. 

The present radio schedule in- 
cludes the “Welcome Travelers” 
program, except in Kansas City 
proper, where P&G is using time 
of its own on WDAF; and end-of- 
program announcements on the 
“Brighter Day” and “Rosemary” 
shows. Outdoor posters were to go 
up later this month. 


@ Cheer, which in its top-secret 
stage was known as “Product J,” 
is an all-purpose heavy-duty de- 
tergent. It contains a patented in- 
gredient the nature and purpose 
of which have not been disclosed. 

Advertising copy will claim that 


it “cuts washday drudgery in half” 
and elirminates bleaching, bluing, 
water softening and rinsing. 

Size and priee of the package 
will be comparable to those of 
other similar products—21 ounces 
at 26¢ or 27¢. 

Young & Rubicam is handling 
the account. 


Chernow Names Lang. Peters 


James H. Lang Jr., formerly 
chairman of the plans board of 
John A. Cairns & Co., has been ap- 
pointed director of copy and mer- 
chandising of Chernow Co., New 
York. Prior to joining Cairns, Mr. 
Lang was a vice-president of Grey 
Advertising Agency. A. Allan 
Peters, formerly account executive 
of Marcel Schulhoff & Co., has 
been named vice-president in 
charge of the new business de- 
partment of Chernow. 


Joins ‘Hospital Management’ 


George B. Lake, formerly pub- 
lisher of Clinical Medicine, has 
joined the advertising staff of Hos- 
pital Management, with headquar- 
ters in Chicago. 


ST 


RAF in 


“Creasure of Cutankhamen// 


This wealth of reading excites us to buy!” 
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Sw Standard Rate 
& Data Service (Con- 


Section) for com- 
plete information on 
Home Owners’ Cata- 


By yon towering pyramids and Daniel Starch! Consumer 
sales literature in Home Owners’ Catalogs gets 
eager readership from home-planners—they are 
the buyers and specifiers of building materials, 
equipment, appliances and furnishings for cus- 
tom-built homes they will occupy themselves. 


Small wonder Daniel Starch and Staff found that 
a consumer folder or booklet in Home Owners’ 
Catalogs gets readership as high as 85%! 


And.. 


See Dr. S:arch’s complete findings. His eye-opening 
report contains helpful and meaningful facts that 
can spell more 1950 sales for you! Write Dept. X. 


. after home-planners read, they act! Re- 
searcher Starch’s survey unearthed this eye- 
widening fact: Home Owners’ Catalogs is the 
greatest single factor of influence on buying de- 
cisions where homes are built to owners’ orders. 


Advertising Age, April 17, 1g 
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AD KNOWLEDGE—Three types of car cards distributed by the National Association 
of Transportation Advertising are supporting the drive of the Advertising Federation 
of America for better public understanding of advertising. Considering the copy 
theme are (left to right) Philip J. Everest, managing director of NATA; Elon G, 
Borton, president and general manager of AFA; and Ralph Smith, executive vice- 
president of Duane Jones Co., who heads the campaign committee. 


Capitol Appliance 
Dealer’s New Ad 
Standards Aim High 


WASHINGTON—Television and ap- 
pliance dealers here agreed last 
week on advertising standards, 
which, if effective, will do away 
with such “chestnuts” as the “giant 
7” tube.” 

Working with the Better Busi- 

ness Bureau, dealers adopted the 
advertising code at the peak of a 
merchandising war that has re- 
duced the local TV and appliance 
market to near-chaos. 
The appliance code strikes at 
so-called “bait” advertising which 
has become commonplace in a 
large portion of the appliance pro- 
motions. 


@ Under the code, advertisers are 
expected to state(\the number of 
units of sale merchandise that are 
available. Where the advertiser 
has more than one store, he even 
has to indicate the number of 
pieces in each store in each in- 
stance, and if he has fewer than 
10 units, he must not advertise 
them again for at least 30 days. 

Aimed at sales, clearances and 
special promotions, the code, ac- 
cording to the dealers, “is in the 
interest of fair competition and 
consumer confidence in business.” 
It is to be used for all media—di- 
rect mail, radio, TV and others, 
as well as newspapers. Since com- 
pliance is entirely voluntary, its 


operation will be watched with 
terest. 


@ Several of the provisions 
designed to assure full information 
about price and condition of sets, 
When new merchandise is adver- 
tised below regular price, “valua- 
tion shall be a true one.” Where 
the word “originally” is used, the 
ad shall state the last cash price 
prior to present clearance, (origin- 
ally $199.50, recently $149.50, now 
$100). 

Terms such as “save,” “saving,” 
etc., are not to be used unless the 
advertised merchandise is a tem- 
porary reduction, and will return 
to the former price. 

Such expressions as “priced from 
$39” are banned, unless the highest 
price is also given. Where down 
payment is featured, advertisers 
are urged to give selling price as 
well as down payment. 


Erwin. Wasey Names Lowe 


Charles F. Lowe has been named 
to head all television activities in 
the Los Angeles office of Erwin, 
Wasey & Co. His first assignment 
will be to handle the television 
advertising for Carnation evapor- 
ated milk and for Friskies dog 
foods. Mr. Lowe will continue to 
direct the Carnation daytime ra- 
dio show on the Columbia Pacific 
Network. 


Newspaper Group Moves 


Pacific Northwest Newspaper 
Association has moved to larger 
quarters at 806 S. W. re 


Portland 5, Ore. 


Carlton Zimmer 


Carlton Zimmer, outstanding 
Art Director with B.B.D.&O. in 
San Francisco says: 


doing. y = Po or e are 
loing a fine ‘or us. They are 
bright clear, to handle. 
we hie mes them for 
STANDARD OIL and MAT- 
SON full-color ads, results have 
been excellent. We like them!” 


Able Art Directors from coast- 
to-coast tell us that only Chrom- 
arts give them the sparkling 
Artcopy needed for finest 4- 
color process plates. In fact, 
until they used Chromarts most 
of them had concluded that 


**Chromart Prints 
are doing a 
fine job for us.”’ 


Only Fine Copy Yields Fine Plates 


really good Artcopy just could 
not be made from color trans- 
parencies. 


And they prefer prints because 
they can be pasted into final art, 
retouched, shown to the client 
accurately and dramatically. Al- 
so, they are a positive check on 
plate quality ... with none of the 
misunderstandings that invari- 
ably arise when checking final 
proofs against transparencies! 


CHROMART Prints from your 
transparencies cost $58 to $132, 
depending on size ordered . 

and plates cost less from fine j 
flat copy. Investigate now! 


FRANK MILLER Laboratories 
846 N. Fairfax, Hollywood 46 
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Such national 
advertisers as 

Eastman Kodak, General 
Mills, U. S. Rubber, 
Melville Shoe and 
National Biscuit . . . 

use The National Comics 
Group to mobilize a 
multi-million sales 

force of America’s 

8 to 20 year olds... 

to move mountains of 
merchandise in the 

15 million large 

family homes. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Postal Rate Rise 
Set for Hearings 
Starting April 25 


(Continued from Page 1) 
the billion dollar mark unless steps 
are taken to curb expenses and in- 
crease rates. 

Last year Congress increased 
postal salaries by about $150,000,- 
000. At the same time that it voted 
for rebuttal hearings on the rate 
bill Thursday, the committee an- 
nounced it is approving a special 
preference bill for veterans in the 
postal service which will cost at 
least $10,000,000 during its initial 


OFC sown 


with point-of-sale 
CLOCK DISPLAYS 


MODERN CLOCK ADV. CO. 
12 BROADWAY, NEW YORK 7 


The tentative timetable for the 
rebuttal hearings follows: April 
25, Postmaster General; April 27, 
first class and controlled circula- 
tion; May 2, newspapers; May 4, 
magazines and other second class; 
May 9, third class and community 
newspapers; May 11, fourth class; 
and May 16, special services. 


Kitchen Kraft Elects 
Johnson President 

Eric O. Johnson, formerly vice- 
president and general manager of 
American Central Mfg. Corp., has 
been elected president of Kitchen 
Kraft Corp., Chicago. 

Elmer K. Zitzewitz, director of 
the board of Aetna Ball & Roller 
Bearing Co., vice-president of Vis- 
cher Products Co. and a director 
of Sheffield Foundry Co., has been 
named .vice-president and treas- 
urer. Edward J. Smith, president 
of General Screw Products Co., 
vice-president of Acme Wiley 
Corp., vice-president of General 
Porcelain Enamel Mfg. Co., and 
secretary of Century Vitreous 
Enamel Co., has been appointed 
secretary of Kitchen Kraft. 


Top Ten Television Shows 
Pulse, Inc-——March 1-7, 1950 


Chicago, Philadelphia, Cincinnati, 


Cleveland, Boston, Los Angeles, 


Washington, New York 


Torsce ste jTnseter (uee-tv) tab ses" $3 MULTI-WEEKLY SHOWS 

odfrey’s Talent Scouts (Lipton, Howdy Doody (Mars, Colgate, Interna- 

Toast of the Town (Lincoln-Mercury, 40.5|_ tional Shoe, NBC-TV) ...........0005 216 

decade +o odipmeemmannd us innie Ve an ee... 

art . send _—." saietape . ". 38.6|Kukla, Fran & Ollie (Ford, Sealtest, 

The Goldbergs (Sanka, CBS-TV) ......... SEL SA EEE ah ccddsarcckeveness 15.2 

Stop the Music (Admiral, Old Gold, Camel News Caravan (NBC-TV) ......... 13.6 
PUUD. cosddsccecoccocdeserecose 33.7 | Small Fry (co-op, DuMont) ............ 13.3 

Kraft Theater (NBC-TV) .......+-+000+ 31.7] Lucky Pup (Quaker Chocolate, Ipana, 

Fireside Theater (Procter & Gamble, ; v 1 
NBC-TV oa 30.7 Sundial Shoes, cBs TV) eoceccceceees 13. 

Studio One (Westinghouse, CBS-TV) ..... 29.0 | Mohawk Show Room (Mohawk rugs) 

Lone Ranger (General Mills, ABC-TV) . 28.8| and Wendy Barrie (NBC-TV) ......... 117 

Publicker Shifts Men over-all advertising director under 


in Advertising Posts 

Advertising departments of the 
liquor subsidiaries of Publicker 
Industries Inc., Philadelphia, have 
been consolidated, following the 
resignations of Bernard Field, ad- 
vertising manager of Continental 
Distilling Corp., and Alan Lenard, 
of W. A. Haller Corp. Under the 
new setup, Benjamin Corrado, 
Publicker advertising coordinator, 
continues in that position, and 
John Schwed, advertising manager, 


Mr. Corrado. 

Consolidation was decided upon 
to coordinate advertising budget- 
ing and activity at the top man- 
agement level. 


Parents’ Promotes Appel 


Parents’ Institute, New York, 
has appointed Murray Appel, pre- 
viously a member of the advertis- 
ing staff of Senior Prom, as fash- 
ion advertising manager for the 
magazine. 


MAKE THE BUYERS-DESK 


The CATALOG DIRECTORY of 
products used in the following 
types of institutions: 

¢ Dealers, Jobbers, Supply Houses 

¢ Hotels, Motels 

¢ Hospitals, Sanitariums 

* Colleges and Universities 

* Schools 

¢ Industrial Institutions 

¢ Restaurants, Cafeterias 

¢ Steamship Lines and Shipyards 

¢ Railway Systems 

¢ Airlines 

¢ Asylums, Municipal and State 

Institutions 
¢ Army. Navy and Government 
Institutions 

¢ Office and Public Buildings 

* YMCA’s, YWCA’‘s and YMHA‘s 

¢ City and Country Clubs 

* Utilities 

a 


Your catalog in this consolidated, 
catalog-directory is PRE-filed for 
instant accessibility, is never mis- 
laced, mutilated, discarded, or 
filed, as is so often the case 

of loose sheets, folders and other 


product literature. 
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Catalog Material when properly designed is your best substitute 
for an actual demonstration or display of products. However, if your 
catalog material is not available at that all important moment when 
the order or specification is being written, it cannot be expected to 
do the job it was originally intended to do toward making your 
products easier to buy and specify. 


Make your buyer’s desk your showroom by placing your catalog 
material in INSTITUTIONS CATALOG DIRECTORY. 


lar Merrie GACY 
cbeve’ \NSITUTIONS CATALOG DIRECTORY 


Your Advertising Counsel can render an indispensable service in planning the 


solution to one of your most important and basic sales problems. . 
placing your product data (dimensions, weights, sizes, capacities, colors, etc.) 4 


in the hands of the individual men and women who specify or actually place 
the order for your firm's products. Call your account executive today and consult 
with him about the job of properly cataloging your products for your buyers . .. 
and REMEMBER .. . your business has been built in a large 


catalog data. 


measure on your 


. That of 


KEEPING such information at the finger-tips of the 
institutional field‘s large-consumer buyers and deal- 
ers as well, is the primary function of INSTITUTIONS 
CATALOG DIRECTORY. For detailed information, 
write TODAY for your copy of the media file, which | @ 
includes space rates, page sizes and an abundance | 
of other information. 


Be 
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CATALOG DIRECTORY 


1801 Prairie Ave. 


New Mexican 
Audit Bureau 
Faces Big Odds 


Mexico Ciry—The movement tp 
set up a Mexican audit bureay 
of circulations took a step forwar 
last week with the formation of g 
committee by the Advertising 
Agency Association. 

Whether the project will be suc. 
cessful, however, remains doubt. 
ful. For one thing, publishers of 
newspapers and magazines are 
likely to oppose it vigorously. Their 
fanciful and extravagant circula- 
tion claims, even though largely 
discounted by U. S. agencies, s 
manage to work out in their favor, 

Secondly, the very low spa 
rates (averaging about $200 
standard-size newspaper page) 
have served to disarm advertisers 
somewhat. Nevertheless, the agen- 
cies’ committee, headed by Hum- 
berto M. Sheridan of J. Walter 
Thompson Co., plans to pursue the 
project vigorously. 


@ It will be guided in its job to 
some extent by the experience of 
the Cuban Association of Adver- 
tisers. This organization has man- 
aged to set up an audit bureau, 
which, though hardly approach- 
ing the American ABC’s standards, 
has managed to bring figures much 
closer to the truth than those of 
Mexican publications. 

Mexican publishers, like those of 
most of Latin America, have a 
reputation for much inaccuracy. 
One observer holds that a pub- 
lication with, say, 5,000 circulation 
will perhaps put forth a claim of 
20,000 to the world at large. But 
with its friends it takes greater 
pains with the bookkeeping and 
comes up with something nearer 
10,000. 


€ 
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= Only one publishing house a 
is a member of the ABC. It puts 
out the morning and Sunday El 
Universal, both standard-size, and 
the evening tabloid, El Universal 
Grafico. Circulations, respectively, 
are 70,831, 97,250 and 21,486. Rates 
are $1.79 an inch for the morning 


’|and Sunday editions, 96¢ for Graf- 


ico. 

The rest of the field is subject 
to a constant guessing game be- 
tween paper and advertiser. Some 


jAmerican advertising agencies 


have worked out circulation ‘“‘for- 
mulas,” in which the circulation 
discounting is on a percentage 
basis, scaled according to the agen- 
cy’s estimate of the publisher's. 
accuracy. ‘ 
zg 


bs 


= It can be said in the publishers 
favor that they go to great lengths 
to live up to their claims. Circula- 
tion promotion here is a fearful 
and never-ending phenomenon. 
Large sums of money, even houses, 
are given away monthly in con- 
tests of various kinds, to build up 
subscription lists. 


Mitchell Joins Hicks 
Agency as Vice-President 


W. Robert Mitchell, for the past 
five years a vice-president and ac-§ 
count executive 
in the New York” 
office of Grant 
Advertising, and 
before that an ac-— 
count executive 
with McCann- 
Erickson in New 
York, has joined 
Lawrence Boles 
Hicks Inc., New 
York, as vice- 
president. 

He has been 
succeeded at 
Grant by Donald E. Jordan, copy 
supervisor and account executive, 
who has been with the agency for 


W. R. Mitchell 


the past two years. 
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THIS IS THE JOB OF RESEARCH 


k. may still be possible to sell a bad product—once. But neither sales 
promotion nor advertising can make a continued success of any product 
that fails to perform or stops improving. 


‘ an age of science, business must depend upon scientific know]- 
edge—to find new products, to improve products that already exist. This is 
the job of research. 

job to 
ence of 
Aco L. our competitive economy, performance is all-important. Whether 
area the product is a chemical, a light switch, or a motor car—it must meet the 
— needs of its buyer; it must meet competition at a price. These two criteria 
nose of are the guardians of quality, the sine qua non of success. 
hose of ' 
have a | 
~ ndustry depends upon science and technology; and each product of 
ray | our many industries represents hard-won campaigns. A successful product 
> is a series of triumphs over materials and techniques. It is the end result of 
sa victories over a multitude of all-important details by an essential army of 
J technicians who staff the laboratories, man the testing shops, and guard 

. ne the production lines. 
lay El ; 
e, and T 
et he research that discovers and perfects a new product is only the 
ewe beginning. Tomorrow the product will be obsolete or improved. It is nec- 
ome essary constantly to give better value, to improve performance, to find 
ye wider application. Nothing less will keep a product abreast of its field. So 
eons research must go on. 

“for- 

lation 

aa | The important ingredient of a product is hidden. Yet its success 
a depends upon what is least apparent—the conception of the idea—the faith 
ie to perfect—the courage to overcome defeats—the conviction that once out 
reula} of the laboratories, engineering and sales will prove its worth. 

earful 

enon. 

ouses, 


1d up Charles Wen Lhomeas 


> past Charles Allen Thomas is executive vice president and for- 
merly director of research of the Monsanto Chemical Co. 


ares | ‘ . w 


|New This series of advertisements is published in the interest of a wider understanding of the role of sci: SCIENTIFIC 
oined © ence in industry by the only U. S. magazine which covers all of the sciences. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N.Y. 
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Pen-Jel Appoints 
New Agency. Plans 
Big Spring Drive 


Kansas Cirry, Mo.—With the ap- 
pointment of a new advertising 
agency—R. J. Potts-Calkins & Hol- 
den Inc.—the Pen-Jel Corp. has 
announced the biggest ad cam- 
paign in its history, to start late 
this spring, for its powdered apple 
pectin used in home jam and jelly 


a RAR oe Sp ne oo" gee ee A, eee eee eee 


making. 

Plans call for use of regional as 
well as national magazines and 
farm papers, plus more extensive 
use of newspapers. Market re- 
search covering harvesting and 
sales prospects will determine the 
amount of local advertising to be 
allotted each state and county in 
which the company’s powdered 
apple pectin is sold. 

In addition to its space adver- 
tising, which will include a co- 
operative plan for dealers and dis- 


tributors, Pen-Jel is planning an 
elaborate merchandising and point 
of sale program. To aid in the lat- 
ter, a new product package has 
been designed. 

Rogers & Smith Advertising here 
formerly handled the account. 


Puritan Shifts Titelman 

Puritan Knitting Sales Corp. 
has reassigned E. M. Titelman, for- 
merly in charge of the company’s 
midwestern operation in Chicago, 


as head of its New York office. 


ipril 17, 19m 


dvert ising Age, 


Milwaukee Baseball Games 
Will Not Be Televised 


WTMJ-TV, Milwaukee’s sole TV 
station, will not televise Milwaukee 
Brewers baseball games this year. 
Last year the Brewers got $10,000 
for the rights to show 52 games, 
but set owners objected to that 
much baseball (particularly to 
Sunday double-headers). 

WTMJ-TV says that the $15,000 
now asked by the Brewers for tele- 
casts of 26 games is too much, 
when time costs are added, to ask 
of any advertiser. 


_, OM & new] Gains For By } 
4 | First Quarter | y 
Judson Motor! Look is First 33786 


$10,111,219 


George H. Love, president, sald 
the increase will not coyer on the 
average the company’s increased 
costs and gives no 
losses of recent months. * 


conside} to 


Magazine Lineage 


Today’s Woman Second 


TV Homes Exceed 


Magazine Homes, 
Weaver Claims 


PrrtsspurGH—Television already 
is ahead of the major magazines in 
the number of homes reached in 
the U. S., according to Sylvester 
L. Weaver Jr., head of NBC-TV. 

“The most important aspect of 
television is that all prognostica- 
tions about it seem to fall behind 
the actuality,” Mr. Weaver asserted 
in a speech before the Pittsburgh 
Advertising Club. “In the major 
markets, the number of television 
sets available is considerably in 
excess of the circulation of any 
major magazine in the same mar- 
ket.” 

TV, which offers a “tremendous 
bonus circulation,” is available to 
three out of every five U. S. fam- 
ilies, he said. Nearly half of NBC- 
TV’s 20,000,000 audience in Feb- 
ruary did not own sets, but 
watched at the homes of friends or 
in public places, Mr. Weaver 
stated. 

Pointing out that general cir- 
culation figures on television are 
considerably higher in audience 
reached regularly than individual 
ratings show, the NBC executive 
said cumulative audience studies 
show individual ratings range 
from one-half to one-third of the 
“total number of people who 
watch a program regularly.” 


ing Co., Memphis; Photo News 


Elect 
ete tor the| TODAY’S WOMAN leads all |yesterd, STAND WITH STATISTICS 
ted net in-| monthlies and all weeklies {ment ot New YorK—Magazine Advertis- 
Ot |) ae dend 61 | ap ey ye 
terest, depre- ay’s Woman reports a contin- tifica , — an 
vatate and for-| wing up-curve in advertising line- |™ of the nation’s homes $4,000,000 
| age. Having led all consumer mea seg 
, hli wal regularly. Latest figures on tele- 
president} monthlies in act lineage gains vision set ownership show approx- 
‘* in the com-| fr 1949, this young woman's serv- imately 5,000,000 homes with sets 
Vat to stock- ice magazine shows even greater installed, it was said. 
, gains (18,344 lines) in the first | gtock divi : MAB added that the total cir- 
> quarter of 1950. The record stacks 1948. Th culation of all Audit Bureau of 
$5.30 a up this way: in cash Circulations magazines during the 
‘hares out- Today’s Wo Jen 49.7% a last six months of 1949 was the 
the year. Today's Woman, Feb. os 45.3% ne alle — & * 
et income ; Vea ‘an Las 
‘33 shares} Late reports show that Today’ s |10 cent: Seven transportation advertising — 
1948, or| Woman April issue closed with a | July 10 companies have been elected to — 
Son} ain of 49.6% over record breaking | 19 membership in the National As- — 
‘share ° sociation of Transportation Ad- 
tstanding Laas and that May will be their vertising, New York. They are: _ 
bi gest advertising issue ever _ Bus Advertising Co., Kansas City, — 
f hed, Mowing a gain of 60. Mo.; Bus Card Advertising, Lorain, — 
in sales| O.; Municipal Advertising Agency, : 
(1949 was Phoenix; Tom O’Ryan Advertis- | 


The magazine 

young wives 

live by. 

1,130,000 circulation (abc) 


“This 
aw 
‘wl 


603 Boylston Street 
Boston 15, Mass. 


612 No. Michigan Ave. 
Chicago 1, Ill. 


2210 Park Avenue 
* Detroit, Mich. 


643 South Flower St. 
Los Angeles 14, Calif. 


The reasons why TODAY’S WOMAN is making 
phenomenal gains in advertising, in circulation, in reader 
acceptance—are clearly shown in our brand new 
editorial presentation “The Vital Core.” Takes twenty 
minutes—and a letter or phone call will bring it 


it to you. 


TODAY'S WOMAN 647 west 44th street, NEW YORK 18, NEW YORK * MURRAY HILL 2-3606 


111 Sutter Street 
San Francisco 4, Calif. 


Service, New Haven, Conn.; James 
A. Simons Agency, Grand Rapids, 


ila, P. I 


Geneva Kitchens Maps Plans 


Geneva Modern Kitchens Inc., 
Geneva, IIl., announced at its an- 
nual distributors’ sales meeting 
that the company will use full- 
page full-color ads and half-page 
and two-color ads in American 
Home, Better Homes & Gardens, 
House Beautiful and Small Homes 
Guide during 1950. Sales helps and 
literature will be made available 
to dealers. 


To Telecast Notre Dame Games 


For the second consecutive year, 
DuMont Television Network has 
been awarded exclusive rights to 
televise all Notre Dame home foot- 
ball games this fall. In addition to 
telecasting the games themselves, 
DuMont also will cover all pre- 
game and post-game activities, 
such as rallies, alumni gatherings, 
gridiron club meetings, etc 


Hilton Appoints Walberg 


B. M. Walberg, formerly account 
executive of John Mather Lupton 
Co., New York, and Cramer-Kras- 
selt Co., Milwaukee, has been 


named vice-president in charge of 
the industrial division of Peter 


Hilton Inc., New York, 


and Transit Advertising Co., Man- — 


sein hid testiettionis Maia 
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This consumer-franchise plan, developed to meet 
od if today’s selling conditions, can help you 


=| Hold and Build 


Ask a Chicago Tribune representative to tell you the 


details of this plan by which you can maintain your 


market position and assure the continued growth 


and financial progress of your company. 


1949 hung up record sales—and rec- 
ord costs. Any material drop in sales 
in 1950 can endanger profit. 

With an expected high 1950 na- 
tional income, advertising can be re- 
lied on to produce additional revenue 
from sales, but in the face of today’s in- 
tensifying competition more than the 
usual advertising program is needed 
if profits are to be maintained. 

_ From a study of advertising meth- 
ods used in the Chicago market, the 
Chicago Tribune has developed a pro- 
gram which commends itself to exec- 
utives. It is based on an assumption 


of a continuing high level of wages 
and material costs and is shaped to 
take full advantage of well-known 
trends in retail and consumer buying. 

Along with larger retail store in- 
ventories and better merchandising 
displays the plan will secure a greater 
share of the day-to-day buying by 
consumers. It will build a market po- 
sition strongly resistant to the sales 
work and promotion of competitors. It 
is not at odds with sound practice and 
is thoroughly acceptable to your sales 
staff and wholesale and retail outlets. 

Highly productive when followed 


Your Sales Volume 


in the Chicago market, the plan can 
be set up in any sales territory. It 
merits the attention of those who, 
facing market conditions in which 
costs tend to threaten profit, seek an 
aggressive method which can help 
assure continued company growth 
and financial success. 

If you are interested in getting the 
details of the plan, a Tribune repre- 
sentative will be glad to discuss it 
with you. Ask him to call. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


Chicago Tribune representatives: A.W. Dreier,810 Tribune Tower, Chicago11; E. P. Struhsacker, 220 E.42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26, 
Fitzpatrick €@ Chamberlin, 155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blod., Los Angeles 17 
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Don't Yield on 
Radio Rate Cut 
Demands: Kobak 


(Continued from Page 1) 
tions, and added, “We must swing 
back to these matters or else the 
annual convention will turn out 
to be a dull annual business meet- 
ing.” 


me 2. Mr. Kobak expressed the 
hope that AM, FM and TV inter- 
ests will be able to work in har- 
mony as parts of one federated as- 
sociation, but asserted: “If NAB 
cannot serve as a federated ser- 
vice, then two separate associations 
[radio and video] will have to be 
built and work for their particular 
memberships.” But he pleaded 
with the group to try hard to pre- 
vent a split-up of the association 


oe 


(the NAB meeting opened amid 
undercurrents of discontent). 

3. He said that one of the most 
important matters which deserve 
consideration is the question of 
improving NAB’s service to mem- 
bers. He said the association should 
consider moving to New York, be- 
cause “too close proximity to 
Washington often colors the think- 
ing of the leaders. New York or 
even Chicago would be better lo- 
cations for the main functions and 
services to be rendered” by the 
NAB. 


a 4. The association’s standards of 
practice should be observed, he 
insisted. “The time has come when 
the idea of self-policing should be 
taken seriously. A few bad of- 
fenses should not be allowed to 
destroy the many good programs.” 

5. Kobak said that the subject of 
radio research by advertisers, 
agencies and radio stations “has 
not had too good a history.” The 
entire subject needs careful study 
by the top in all three parts of the 


tripartite setup, he declared. “One 
reason for tripartite failure is that 
not enough top men interest them- 
selves in the operation. And I 
think now is the time for a thor- 
ough study.” 

6. “Radio has brought forth new 
forms of advertising,” he con- 
cluded. “Let’s be sure we give each 
one a fair test, a fair trial. The 
list includes Transit Radio, Store- 
casting, Phonevision, theater tele- 
vision, facsimile. Don’t let them be 
legislated out of business or 
knocked out without every oppor- 
tunity to prove themselves through 
proper testing and use.” 


= Dr. Sydney Roslov, director of 
Pulse Inc., emphasized the import- 
ance of the out-of-home radio au- 
dience, particularly to independent 
stations, which are _ generally 
bested by network stations in home 
measurements. 

“I have referred to this au- 
dience as a plus. This is not right. 
It is important enough and big 


enough to stand on its own feet. It 


should not be relegated to the sta- 
tus of a bonus audience. It should 
be measured regularly in all mar- 
kets,” Dr. Roslov said. 

Pulse now provides out-of-home 
measurements for New York, Chi- 
cago, Boston and Philadelphia. Los 
Angeles will be added to the list 
in July. 

A Boston study in August, 1948, 
gave the independents 76.8% and 
network stations 23.2% of the out- 
of-home audience. In February, 
1950, the out-of-home audience in 
New York was split 68.3 (inde- 
pendents) and 31.7 (network 
stations). The at-home division 
was almost the opposite, with net- 
work stations getting 64.9% and 
independents 35.1%, it was pointed 
out. 


= The annual association meeting 
got under way last Wednesday, as 
the three-day broadcast engi- 
neering conference opened. The 
engineering meeting drew about 
500 technical and engineering ex- 
ecutives and their personnel. 


how 


McGRAW-HILL DIGEST @® 


is helping 


nine U.S. firms 


eash in on the 


$675,000.00 


® ABC Audited Circulation 
. «+ you know who is reading 
your sales message and where 
they are located. 


© A Perfect Climate for Sell- 
ing ... for specialized selling, 
audits of paid subscriptions and 


Catch the eyes of the men who make or 
influence the buying decisions and you’re 
close to the order. In export, the quickest, 
surest...and often the only way...to reach 
these men, is through the right business 
papers. The right business paper is one for 
which, year after year, executives pay money. 
McGraw-Hill Digest is such a publication. 
That’s why these nine leading chemical 


ONLY McGRAW-HILL @ GIVES YOU... 


terest of readers. 


© Experience in World Busi- 
. counselling, research, 
translations, merchandising are 
available to all advertisers. 


McGRAW-HILL 


renewals show vitality and in- 


chemical 


export market 


manufacturers are using its pages to get their 


share of this year’s estimated 
chemical export market. 


McGraw-Hill Representative for information 


on how McGraw-Hill Digest 
reach the eyes of the men who 
Or write the McGraw-Hill 
Corp., 330 West 42nd Street, 
New York. 


Chemical Advertisers 
in McGraw-Hill Digest 


American Cyanamid Co. 

Dow Chemical Co. of Canada, Ltd. 
E. |. duPont de Nemours & Co. 
Michigan Chemical Corp. 
Monsanto Chemical Co. 

Pennsalt International Corp. 

B. F. Goodrich Chemical Co. 
Aluminum Import Corp. 

Union Carbide & Carbon Corp. 


$675,000,000 
Phone your 


can help you 
do the buying. 
International 


New York 18, 


INTERNATIONAL CORP. 
World-Wide Headquarters 
for Business Information 


BRANCH OFFICES — Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Melbourne, Tokyo 


Advertising Age, April 17, 1959 


Yesterday (April 16) was de 
voted to a meeting of delegates 
from unaffiliated stations. The 
management conference, which js 
expected to draw about 2,000, 
opens this morning (April 17), 
Delegates to the meeting are more 
than casually interested in getting 
more promotion assistance from 
an expanded Broadcast Adver- 
tising Bureau and in getting more 
research information which can 
be used in selling time—in short, 
operators want more for their dues 
money. 

These questions, plus the prob- 
lems cited by Mr. Kobak, may pos- 
sibly result in important develop. 
ments not listed on the program. 


GE Files Three New 
Suits in Appliance 
Fair Trade War 


New YorkK—The explosive fair 
trade issue aired in federal court 
here April 12 reached a stalemate 
as New York supreme court Jus- 
tice Benjamin F. Schreiber re- 
served decision on General Elec- 
tric’s motion for a temporary in- 
junction to restrain R. H. Macy 
& Co. from selling appliances at 
less than contract prices. 

General Electric, which opened 
the offensive by first serving 
Macy’s, filed three additional suits 
early in the week against Bloom- 
ingdale Bros., Abraham & Straus, 
and Bernard Hymowitz, who trades 
as Best Housekeeping Co. General 
Electric made similar charges 
against these department stores as 
those filed against Macy’s and sev- 
eral discount houses alleged to be 
cutting GE prices. 


ws Counsel for the department 
stores argued that General Elec- 
tric was aware of fair trade viola- 
tions on the part of discount 
houses, but failed to take action 
until department stores followed 
a similar course. 


— 


General Electric replied that © 


“there is no evidence that was 
going on” before Macy’s started 
to drop GE prices March 7. Thom- 


as Kieran, attorney for GE, out- © 


lined the company’s efforts to halt 
fair trade violations of discount 
houses. 

Kenneth Spence, counsel for 
Macy’s, said that the department 


store has often complained to GE 


about price cutting since 1947. 
Abraham & Straus, in an an- 
swering brief, charged that GE 


gave awards to executives of dis- — 


count houses for a large volume 
of sale of GE fair trade merchan- 
dise. A&S asked that GE show a 


“sincere interest” in policing price — 
agreements “at the risk of losing © 


discount house business.” 


Lee Pharmacal Sells 
Hair Wave to Consolidated 


Lee Pharmacal Co., Beverly — 


Hills, Cal., has sold its subsidiary 
hair products company, Spray-a- 
Wave, to Consolidated Royal 
Chemical Co., Chicago. With the 
sale went Spray-a-Wave hair set 
lotion and Spray-a-Wave shampoo, 
and all inventories held by the 
subsidiary. 

Lee Pharmacal has announced 
that Spray-a-Wave was sold to 
concentrate in the home wave 
field with the recently formed as- 
sociate company of Ogilvie Sisters- 
Lee Inc., also Beverly Hills. Ogil- 
vie Sisters-Lee will manufacture 
and distribute a new home per- 
manent waving kit, with Lee Phar- 
macal Co. serving as distributor. 
The name of the kit has not been 
announced. 

Ruthrauff & Ryan, one of tv/o 
Consolidated agencies, will handle 
Spray-a-Wave. O’Neil, Larson & 


McMahon is the other agency for ! 


the company. Dancer-Fitzgerald- 
Sample has handled Spray-a-Wave 
for Lee Pharmacal. 


WHIO-TV Names Hollingbery 


George P. Hollingbery Co. has 
been named to represent WHIO- 


TV, Dayton. 
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94% Coverage Cuts Costs—The Milwaukee 
b mews Journal is read regularly in 94% of all homes 


‘hort in the Milwaukee metropolitan area—based 

on 254,000 occupied homes as of January, 
oe e e 1950. a one odverteing cost, you get cov- 
gram. \ ] | ‘ erage in Milwaukee which requires two or 
Ww ertl S|] 4 more newspapers in most large cities. The 


savings on supplementary media will more 


: than pay for ROP color in The Journal. 

e fair 

a Low Rates Cut Costs—Milline rates of The 
by ’ Milwaukee Journal are 25% lower than the 
Eo : average for U. S. newspapers of comparable 
‘Macy C O ST “ eC + os size. In fact, the milline rate for ROP color 
~- in The Milwaukee Journal is lower than the 
vied _ milline rate for black and white in some 
Bee. comparable papers. 

traus, 

rades 

meral Vid Home Readership Cuts Cost—Practically all 
res a8 Journal circulation is home-read, multiple- | 


l sev- 


7 * 
to be reader circulation which reaches all the fam- & 
1 I ‘ 1 W AU ee ily. It is carrier-delivered to five times as 
mong many City Zone homes as any other news- | 


Elec- 

nan paper in the area. There is a minimum of 
un . | 

ction waste in transient sales. 

owed | 


that — Buying Power Cuts Costs—Retail sales per 


was ; 
anes Vd family in Milwaukee county are 50% above 
= | aa O O the U. S. average. The retail sales index for 
‘ount O _ Milwaukee (390 in January, 1950, based on 
6 6 , 


January, 1939, as 100) is 22% above the 


for 
—_ average for all cities as large or larger, ac- 
ae cording to Sales Management “High Spot 
= “he Cities” index. “Better-than-average” buying 
lume power and retail activity means “better- 
~y’ than-average” response to advertising, and 
price 


tising rates of The Milwaukee Journal are 


eae e ~ ~ f or lower costs per dollar of sales. 
{ 
; ’ Y Production Efficiency Cuts Costs — Adver- 


me among the lowest in America, because it is 
yal produced in one of the most efficient news- 


paper plants in the country. 


xc | O Volume Business Cuts Costs—The Milwau- 
roe \ ‘ } a : kee Journal topped all but one newspaper in 
i America in 1949 advertising volume. , Ex- 


a cluding Chicago Tribune “Zone” linage, The 
_ Journal was first by millions of lines. Big 
een volume at lower rates is a basic factor in 
bee The Journal’s linage leadership. 
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A new suit of statistics foyn 


This month, all across the land, 140,000 Cens 


Enumerators are ringing doorbells . . . countin - 
people, incomes and radios... measuring Ameri me 
for size. (in 

the 


They will find a colossus — bigger than ever be} 4p, 
fore. Busier, lustier, richer. 


Clearing many hurdles, they will discover what ° 
research men already know: The C 
ore | 


that our population is now over 150,000,000 ay 
which is 20,000,000 more than in 1940 


eenag 

that we now number 43,000,000 families ple 
nearly 7,000,000 more than 10 years ago Where 

° ous BY, he 

The Census-Takers will learn — that our families ‘~ . 
in 1950 have an average real income of $2,647 —a | a 
ten-year increase of 21%; that our savings total a” i 
staggering $12,000,000,000. pappil 
of pro: 


And another fact: our whole standard of living has 
gone up, with 71% driving autos; 71% of our fam-Jf yo 
ilies now owning refrigerators; and 61% having 


f 
washing machines. If you 
people 
. : emph: 
New suit for Radio, too / : 
2 ‘ 


The enumerators will re-discover another giant 4 in 
95% as big as America. And that’s Radio — with 
its fabulous influence on the lives of our people. 
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‘oncle Sam 


s ere are more facts that will be confirmed: 
intin 
said that there are today 40,700,000 radio families 


(in 1940 there were only 28,500,000) 


that 41% of them have more than one radio, so 
ar be} that today our people own some 86,000,000 sets, 
including those in cars and the portables you see 
everywhere. 


The Census-Takers will learn too, if they ask, that 
ore people are listening more to their radios to- 
ay. Everybody —greybeards and grown-ups, 
eenagers and tots. City and small town and farm 


what 


0,000 


es ple. 

Where the average family used to spend less than 

nilies® hours per day listening — now it’s 4 hours and 
44 minutes. And at any hour between 6:00 and 

10:00 in the evening you’ll find 34,700,000 people 

happily giving their attention to the endless parade 


tal a 


of programs on the air. 
x has 


fam-Jf you are a national advertiser 
vi 


n 

"if you are a manufacturer of products or services 

people want and buy — this Census will put new 
emphasis on two facts basic to your business: 


_ America is a bigger, richer and more reward- 


it — ing market-place for you than ever before 
ae To sell the millions who are this market, you 
Pl) can have no medium bigger, more powerful, 


: 
: : 


more economical than network radio. (Inciden- 
tally you will notice that radio is the only major 
advertising medium included in the Big Count.) 


And these two facts will bring to your mind, in- 


evitably and immediately, America’s No. 1 Net- 
work — NBC. 


Like America, NBC has grown. It is bigger, busier, 
more economical than ever before — 


Bigger — The stations of the NBC network have 
the largest combined weekly audience in all Ameri- 
ca — larger than any other network, larger than 
any other advertising medium — according to ra- 
dio’s own census, the Broadcast Measurement 
Bureau. 


Busier — NBC is selling more products and serv- 
ices for advertisers, day and night — and in 1949, 
advertisers invested more money in NBC than in 
any other network. ‘ 


More Economical — Reaching more people, sell- 
ing more goods — you’d think NBC would cost 
more. The opposite is true. NBC today costs con- 
siderably less per 1,000 homes reached than it did 
ten years ago — and NBC today reaches more peo- 
ple at lower cost than any other national advertis- 
ing medium including the other networks. 


Now, more than ever, to sell America you need... 


Ye Pt C America’s No. 1 Advertising Medium 


A service of Radio Corporation of America 
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How to Hold an Advertising Account 


The president of one of the country’s largest advertising agencies 
was talking about account handling. His agency has only a dozen 
or so accounts, seldom gets a new one, but has not lost one of its 
string for so long that it is difficult to find anyone who remembers 
such a loss. 

“The way to run an agency,” he said, “is to put all the money and 
energy and thought in the organization behind servicing the ac- 
counts you already have. Then you're getting somewhere. If you 
spend all your resources on doing the best possible job for the clients 
in your shop, you don’t have to worry about the agency’s growth. 

“With just a fair amount of luck, you’ll grow because your ac- 
counts will grow; and believe me, that’s the most pleasant and the 
most satisfactory way to grow—to stay with accounts and see their 
business (and their advertising budgets) increase from year to year. 

“Under those circumstances, you don’t have to worry about new 
accounts, either. With a record of taking care of the accounts you 
have, there are always a sufficient number of new ones knocking on 
your door. 

“In our case, we don’t make very many pitches on new accounts. 
And when we do make one, it’s only on accounts which we feel rea- 
sonably sure have a chance to grow—we don’t want an account 
merely because of its present billing.” 

The agency president wasn’t bragging. He was stating a simple 
business philosophy which his agency has made work, with notable 
success, over a long span of years. 

“Take the case of agency,” he went on. “That outfit has the 
best business-getting technique I’ve ever seen. They can pull ac- 
counts out of the air, almost the way a magician pulls rabbits out of 
a hat. And they’ve been doing it for a long time. 

“But the agency is just about as big now as it was 30 years ago. 
Do you know why? Because every time they get a new account they 
lose an old one! 

“What kind of business is that?” 


The Need for More Advertising 


We are pleased to present, on Pages 68 and 69 of this issue, the 
full text of a “Grey Matter” discussion of the cost of advertising, es- 
pecially since we feel certain that “Grey Matter” includes ADvERTIs- 
ING AGE among those who it says have been “burying their heads in 
the sand” on this subject. 

The reason, presumably, is that we have printed statistical com- 
putations to show that, on the average, cost-per-thousand reading and 
listening circulation has gone down, rather than up, since prewar 
days. 

The “Grey Matter” discussion does not refute this bookkeeping 
analysis, but does make a forceful case on other grounds to prove 
that the cost of advertising has risen; or, to put it perhaps more ef- 
fectively, that more advertising dollars are now required to do the 
same job. 

We do not disagree with the “Grey Matter” concept. We are, in 
fact, in hearty agreement with it. And we see no fundamental “fight” 
between the “bookkeeping” and the “psychological” approaches to 
the problem. It is merely a case of assaying a situation in the light 
of two different sets of values. 

We have never argued, and do not intend ever to argue, that ad- 
vertising expenditures should be reduced. In an economy which is 
becoming constantly more complex, and in which salesmanship be- 
comes more and more the prime motivating force, it seems inevitable 
that order-producing costs, including advertising, must rise. 

This is so simple and basic that we can’t understand why anyone 
should argue the point. 


—Sales Review 


“Now comes the acid test.” 


What They're Saying 


Why Can't We Find Out? 

It is well known in petro- 
leum marketing that, other things 
being equal, the wider the ramps 
leading from a road into a ser- 
vice station, the greater the num- 
ber of customers. The minimum 
width of the ramp, obviously, is 
the width of the tracks made by a 
car. Now as the width of the ramp 
increases, we know that consumer 
acceptance increases, but how 
much? ‘ 

Does a 50% increase in ramp 
width give 5, 10 or 50% increase 
in consumer acceptance?...No 
data on the subject have been pub- 
lished. To get quantitative facts 
on this question, all it takes is a 
man with a counter and a pad and 
pencil, and a crew with a cement 
mixer. 

Again, cars are in service sta- 
tions about four minutes on the 
average. Where is the best loca- 
tion for a point of sale sign? Most 
people say directly ahead of the 
driver so he can see it without 
turning. Maybe it is, but there are 
no generally available data... 
Speculation or interviews won’t 
help solve this question. A rela- 
tively small amount of experi- 
mental research would... 

Why has so little experimental 
marketing research been conducted 


spending millions annually in the 
fields of physics and chemistry to 
improve their processes and prod- 
ucts? Is it lack of money? This 
does not seem reasonable. These 
concerns certainly realize that half 
their annual operating expense is 
in the distribution end of their 
businesses. Is it lack of ability to 
sell experimental marketing re- 
search on the part of the market- 
ing managers? This cannot be the 
answer. If that were the case we 
would have the paradox of a man- 
ager able to sell products but not 
an idea. 

It seems to me more probable 
that the main trouble is a short- 
age of suitable trained manpower, 
and this goes back to our business 
schools and colleges. College 
courses in marketing and distribu- 
tion are of comparatively recent 
origin. 

When they were started, it was 
necessary to assemble the accumu- 
lated experience in these fields, 
arrange courses, and in general go 
through the growing pains of all 
new endeavors...The success of 
the schools and the success of the 
graduates were far above normal. 


It was only natural that they con- 


by business concerns which are}. 


tinued along the lines that brought 
such success. But maybe the time 
has come for some changes. 

Both industry and the colleges 
having business courses would 
benefit from professorships whose 
major, if not fulltime, field was 
experimental research. These 
would parallel the research pro- 
fessorships common in engineering 
schools and universities teaching 
the physical sciences. 


—Robert T. Haslam, Vice-President, 
Standard Oil Co. (New Jersey), to 
annual meeting, American Marketing 
Association. 


It's the Second Paragraph 

Opening paragraphs [in sales 
letters] belong with pompadours, 
multiple petticoats and corset cov- 
ers...in a museum. You haven’t 
the time to read them. Neither has 
your customer. 

So start your letters with what 
used to be the second paragraph... 
the red meat of your story. And 
make sure it’s the most imagina- 
cion-catching paragraph you can 
dream up. Either you hook onto 
your reader’s attention so that he’ll 
read through...or you’re on a 
non-stop to the wastebasket. 

Talk from the reader’s angle... 
not yours. Line up your facts, 
logically, concisely. Be sure all 
essentials are there. 

Talk your letter...don’t orate 
t...don’t get literary. Pretend 
you’re sitting across a desk from 
your prospect ...or at the phone... 

Keep sentences short. Break up 
paragraphs, even if you step on 
a couple of rules of grammar. 

Use short, common, everyday 
Anglo-Saxon words. Leave long- 
syllable Latin-derived words to the 
professors, politicians and physi- 
cians. 

If it’s a processed letter, forget 
fill-ins. Even your near-sighted 
Aunt Minnie would know they’re 
fakes...so why try to kid cus- 
tomers? Instead use a two or 
three-line heading in the position 
that the salutation would have in 
ordinary correspondence... and let 
it keynote your letter. 

Put a clincher in the last para- 
graph. Ask the customer to do 
what you want him to do... fill 
out order blank...send in your 
check ... or what have you. 

Go over your first draft... take 
out excess words. 

Go over the second draft... 
down some more, 

Then...you’ll probably have a 
better letter. 


—‘“Talking It Over With Al,” pub- 
lished monthly by M&R Advertising, 
New York. 
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Rough Proofs 


Bob Hope’s first appearance on 
TV for Frigidaire pleased the spon. 
sor and the audience, and simply 
delighted the show’s master of cer. 
emonies, a fellow named Bob Hope. 


“It takes a woman to sell a 
woman, to know what logic lies 
behind her seemingly illogical 
reasons for buying one product 
and not another,” says a classified 
advertiser (female). 

They used to call it woman’s 
intuition. 


Kenyon & Eckhardt has resigned 
the advertising account of The 
Greenbrier, a decision not too hard 
to understand by the Four A’s and 
ANA conventioneers who vainly 
tried to get rooms there a few 
weeks ago. 


A manufacturer who wants to 
add a bright young man to his 
organization says “dog food ex- 
perience desirable.” 

Some of the applicants will even 
report on how it tastes. 


The tobacco companies are prob- 
ably less worried by the FTC 
charges than those recurring mag- 
azine articles linking cigarets 
with cancer of the lung. 


When a magazine carries cigaret 
advertising and prints articles de- 
picting tobacco as a serious health 
hazard, it has to have an ample 
supply both of editorial courage © 
and business office fortitude. 


For some reason the health re- 
searchers and writers haven’t said 
much about cigar and pipe smok- 
ers, but undoubtedly they will pay 
their respects to these devotees of 
Lady Nicotine in due time. 


P&G is “in no rush to give up 
radio properties,” but “radio is in 
a period of declining values.” 

The old gray mare, she ain’t 
what she used to be, but she can 
still get you there just the same. 


Nash is approaching its well 
publicized but as yet non-existent 
$1,000 car by easy stages, with the 
new Rambler now appearing on 
the scene bearing a $1,400 price 
tag. 


After reading Fortune’s article 
on Charles Luckman, many a cor- 
poration president will be sorely 
tempted to dismiss his personal 
publicity man. 


Schlitz says it’s the beer that 
made Milwaukee famous, while 
Blatz is concentrating on the job 
of letting Milwaukee Blatz drink- 
ers make it famous. 


Gladys the beautiful receptionist 
says she sees Cory is breaking an 
automatic coffee brewer test in 
Baltimore, and she thought those 
tricky glass contrivances lasted a 
lot longer now. 


Copy Cus. 
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Exclusive Advertising Representatives : 
TED w. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 # 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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¥ The Elks market 


for INSURANCE 


Of the 928,010* Elks who read THE 

ELKS MAGAZINE, 68.9°% are home owners 
...- 51.9% maintain their own businesses 

. .- 83.3% own and operate one to three 
cars. As heads of their families and property 
owners, Elks know the value of financial 
assurance against accidents and other risks. 
Their interest in such assurance is 

evidenced by the fact that 92.6% of them 
invest in life policies. If your insurance plans 
benefit men of means, by all means tell The Elks. 


*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE 


* According to latest sales figures . . . 
Almost everything sells better in the 


Growing Greensboro Market 


EXCEPTION: 


Pierre's Peacock Cutlets 


EXCEPTION: 


Electronic Lawn Mowers 


Effective Buying Income of 
$616,000,000 provides plenty 
of sales latitude here for your 
merchandise! 


Over $90,000,000 was spent for 
food last year by 613,900 folks 
in the Greensboro 12-County 
ABC Trading Zone! 


Pa a 


EXCEPTION: 

Mahogany Dog Houses 
Here is your market: 1/5 
North Carolina’s total sales, 
1/6 the population, 1/4 the 


manufactured goods, 1/8 the 
agricultural income! 


EXCEPTION: 


Uraniol Premium Gasoline 


The NEWS and RECORD’s 
92,000 daily circulation 
reaches 69.98% of all families 
in the Greensboro 12-County 
Trading Zone. 


*Sales Management Figures 


Greensboro 


News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Wells Says Union 
Has Not Returned 
Check it Rejected 


New York—Kenneth D. Wells, 
executive vice-president of Free- 
doms Foundation, told a group of 
trade association officials here that 
the foundation has never received 
the $600 award check which the 
International Brotherhood of Paper 
Makers, AFL, last February an- 
nounced it was returning to the 
foundation, on grounds that it was 
a “phoney award for freedom” 
(AA, Feb. 20). 

The medal, however, has been 
received by the foundation at its 
headquarters in Valley Forge, Pa., 
Mr. Wells said. 

The union’s publication “The 
Paper Maker,” received the award 
in 1949, and the president of the 
union, Paul R. Philips, accepted 
membership on the foundation’s 
board of directors. 


@ In the Feb. 13 issue of the union 
publication, the foundation was de- 
nounced as a reactionary group 
and many of its officials and sup- 
porters were excoriated as “New 
York admen” peddling reaction 
and tax cuts “under the cloak of 
freedom.” 

In the same issue of the union 
paper, its editor, Ed Wall, who re- 
portedly is no longer associated 
with the union, denounced the 
union’s action in returning the 
foundation’s award, and declared 
the union officials were actuated 
by “bigotry and devotion to narrow 
principles of selfishness.” 

In commenting on what indus- 
trial companies have done with the 
awards they received last year, 
Mr. Wells noted that a number of 
them have used the award money 
to set up Americanism awards of 
their own. 


Bendix Promotes Hassard 


C. J. Hassard, formerly as- 
sistant to the general sales man- 
ager, Bendix Radio & Television 
division, Bendix Aviation Corp., 
Baltimore, has been appointed 
general merchandise manager of 
the radio and television division. 
The appointment is part of a pro- 
gram designed to broaden and 
strengthen the Bendix dealer or- 
ganization. 


Miller Mtg. to Hendrick 


Miller Mfg. Co., Detroit, manu- 
facturer of automotive service 
tools, has acquired manufacturing 
and sales rights for Kardek car- 
top carriers and has appointed 
Hendrick Advertising Agency, De- 
troit, to direct the Kardek adver- 
tising. Consumer and trade pub- 
lications and direct mail will be 


Sweeney Succeeds Ney 


Patrick J. Sweeney has been 
named product advertising man- 
ager of Claude Neon Inc., New 
York, manufacturer of the War- 
ing blender and Durabilt irons. 
Formerly with Dancer-Fitzgerald- 
Sample, he succeeds Richard Ney, 
who has joined the market de- 
velopment committee of This Week 
Magazine. 


Lowther Joins Macfadden 

Eugene J. Lowther has joined 
the advertising staff of Sport 
Men’s Group at Macfadden Publi- 
cations, New York. He was for- 
merly with Liberty. 


Graceman Promotes Rapport 
Howard W. Rapport, copy chief 
of Edward Graceman & Associates, 
Hartford, Conn., agency, has been 
named assistant to the president. 


STICcK OUT 
your tongue at high ad- 
vertising costs. EYE* 
CATCHER photos give 
by big- 


subjects monthly. 
proofs No. 12. 


- EYE*CATCHERS 
10 E. 38 St. NYC 16 


Advertising Age, April 17, 1§ 


Gelling Perscnal § 


Bush Jones, national advertising manager of the Fort Worth Star- 
Telegram, is back on the job after successfully passing through both a 
siege of pneumonia and a serious brain operation. . . Walther Buchen, 
head of the Buchen Co., Chicago, will leave for Africa late next month 
for three months’ hunting of big game. His safari in 1948 was duly 
chronicled in ApverTISING AGE. . . ; 

Paul Mandabach Jr., production manager of Root-Mandabach Adver- 
tising Agency, Chicago, and his wife Claudia are parents of a second 
son, Mark Graydon, born March 1. Mark is the second grandson and 
third grandchild for Paul Mandabach Sr., Root-Mandabach’s managing 
director. .. Muzak Corp.’s sales promotion and publicity director, Ralph 
J. Roberts, and Mrs. Roberts have a new daughter, born not long ago 
in University Hospital, Philadelphia. . . 

David N. Laux, publisher of Sports Afield, has returned to his Min- 
neapolis headquarters office after a month of soaking up Florida sun- 
shine. . . 

Another Miss Rheingold has taken a new name. Pat Burrage—Patricia 
Joy (Miss R of 1950), that is—was married in St. Bartholomew’s Church, 
New York, on March 31 to Robert Francis Young, who's on the ad staff 
of Flair. His bosses, Gardner and Fleur Cowles, were among the guests. .. 


HOLIDAY—It’s all over now, but these are the happy smiles worn by three Chi- 

cago couples as they started out on a Caribbean cruise early in March. From left 

to right are John H. Platt, vice-president in charge of advertising and public rela- 

tions, Kraft Foods Co.; Mrs. Platt; Mrs. Huff and Carl Huff, president of Bliss-Mc- 

Laughlin Steel Co., Harvey, Ill; Mrs. Albers and Charles Albers, president of the 
Chicago Clearing House Association. 


Carl Peterson, of Fuller & Smith & Ross, New York, and Mrs. Peterson 
left April 8 by Pan American Clipper for a vacation trip to Havana. . . 
Back from a Florida holiday is Francis S. Murphy, publisher of the 
Hartford Times. . . 

A new chapter of the Wisconsin Alumni Association in Toledo has 
elected Barton Alexander, head of Barton Alexander Advertising, as 
its president. .. Chester F. Conner, manager of industrial products sales 
of B. F. Goodrich Co., Akron, completed 40 years of service with the 
company March 21... Ernest Hoftyzer, ad director of the Boston Record 
and American and the Sunday Advertiser, became the senior advertising 
director of Boston when he celebrated his 20th anniversary as advertis- 
ing head of the two papers. . . 

Robert H. Otto, president of Robert Otto & Co., New York export ad 
agency, has left for a four months’ trip which will take him to most of 
the European countries. . . It’s combination business and vacation for 
Bernard M. Kliman, ad director of Gruen Watch Co., Cincinnati. He 
and Mrs. Kliman flew to Europe April 7 to visit the Gruen plant in 
Switzerland and tour through France, Italy and Spain. . . 

Benjamin Allen, director of circulation for Curtis Circulation Co., and 
Donald Stedman, Curtis director of international sales, sailed from New 
York March 28 to visit Curtis wholesales in 11 European countries. . 
Still another European traveler is Scott Gilmore, New York manager 
of American Exporter, who sailed March 29 accompanied by Mrs. 
Gilmore. . . 

“It’s New! It’s Different! —It’s the 1950 Smith.” This is the way 
Frank J. Smith, advertising and sales promotion manager of Philip 
Carey Mfg. Co., Cincinnati, announced the birth of Jan Elizabeth, first 
girl in the family. She has two brothers aged six and three. . . 

Pacific National Advertising Agency, Seattle, has no trouble, it seems, 
in providing child models for pictures needed for its food accounts. Alan, 
24-year-old son of Fred Sprague, account executive, had a go at push- 
ing a shopper cart for a photographer in a grocery scene, and “Chuckie,” 
six-year-old son of Charles K. Wiggins, merchandising director and ac- 
count exec, enjoyed himself in a school luncheon scene with Brooke- 
Evans, also six, and son of Trevor Evans, radio director. Jimmy, three, and 
Johnny, five, sons of C. F. Franklin, agency treasurer, went to a Thanks- 
giving party in March to provide a scene for Thanksgiving placecards 
and news releases. All of these were done for the Washington State 
Fruit Commission account. . . 

William F. Malo, commercial manager of Station WDRC, Hartford, is 
settling back at work after a month’s vacation with Mrs. Malo in Florida, 
Cuba and Mexico. . . William H. Shepard, of the public relations depart- 
ment of Aluminum Co. of America in Pittsburgh, was married April 8 
to Dorothy Miner in Collinsville, Conn. . . 

Ray Andrews, Portland, Ore., manager of Botsford, Constantine & 
Gardner, and his wife, Hulda, who have spent the winter in Mexico and 
Arizona, had a visit in Phoenix with Ralph Cronise and his spouse, Greta, 
before returning to Portland. The Cronises (he’s publisher of the 
Democrat Herald, Albany, Ore.) will tour the East before returning to 
Albany in June... 

Industrial Marketing’s editor, Robert S. Aitchison, was married 
April 8 in the chapel of the Fourth Presbyterian Church, Chicago, to 
Jeanne Popp, former editor of Motorola’s house organ. They're on a 
Florida honeymoon. . . 
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| AN INLAND 
|) EMPIRE! 


Area Comprising \Missouri and Kansas 
Produces All the\Necessaries 
of Life... 


rson A city built upon a single industry inevitably experiences wide fluctuations in employment, 
yk pay roll, bank clearings and other vital functions. 
has ~ Fortunately for Kansas City it is situated between two states, either of which if cut off WEALTH FROM THE SOIL 
ois from the rest of the world could sustain its inhabitants in reasonable comfort, health Unit of Measure Year Misseuri Kansas 
the and security. As a result Kansas City is less subject to radical variations in income Bushel 1949 173,963,000 13,196,000 
cord than are most American cities. 
ising Bushels 1949 35,028,000 164,208,000 
rtis- The wealth of Missouri and Kansas is basic. It is wealth produced by human labor Value 1948 $ 2,926,000 103,000 
+t ad and extracted from the soil. It is not the sort of wealth that results from monetary Beiry Products (mm beets 1948  4,122,000,000  2,696,000,000 
st of manipulations, stock market speculation or bookkeeping entries. Ad ovedused) : ; 
~ : Poultry (Chickens Only) Number "eed = §— 1948 = 31,340,000 = 21,175,000 
e 
¢ in Take eggs, for example. Missouri produced on farms 2,731,000,000 eggs in Hogs (00 tees) Head Jan. |, 1949 3,851,000 1,203,¢ 
1948 and Kansas produced 1,999,000,000. Just from one industry! 
and Cattle (On Hand) Head dan. |, 1949 2,959,000 3,591,000 
N . Sh 
-eghp Missouri and Kansas are rich in lead, zinc and coal. The total value of all minerals and Lambs (00 tend) Head Jan. 1, 1949 1,246,000 111,000 
ager for 1947 was $107,021,000 in Missouri and $267,020,000 in Kansas. 
— Board feet 1947 259,000,000 
; The importance of this area financially is reflected in the fact that of 12 federal 108,132,000 
oo . reserve banks in the entire United States two are located in Missouri, the only 
fret . state so honored. a aee 6.008 
; 6,463 35,5177 
ems, § The accompanying table, containing a partial list of Missouri and Kansas wealth 
lan, | sources, reveals not only the diversity of these sources but the vital and essential A heat S 0Te21000 8. 267,020,000 
ssh- § 
cie.” character of the commodities that Missouri and Kansas produce. Manufactured Products B— -0. $1,623,145,000 $ 461,061,000 
ac- 36,000 
ke- To the advertiser who is interested not only in immediate returns, but also in ai “ ateaaed 
_ : establishing a permanent and continuing market for his product, the financial and Eggs (Produced on Farms) 2,131,000,000 —1,999,000,000 
ae ; commercial stability of Kansas City and its trade area will make a strong appeal. Horses (On Hand) Jan. 1, 1949 394,000 219,000 
tate 
The matter of low advertising cost is another attraction. The Kansas City Star (in Mules (On Hand) dan. 1, 1949 92,000 16,000 
d, is conjunction with its farm paper, The Weekly Kansas City Star) reaches one out of 
_ every two families both urban and rural in all of Kansas and Missouri, except the 
ril 8 @ city of St. Louis. It performs this service at a lower rate per thousand circulation than 
an is available for a similar coverage anywhere else in the world. 
e 
and ; 
reta, 
the 
g to 
+ THE KANSAS CITY STAR 
, to 
mn a 


Evening 367,398 Morning 358,124 Sunday 382.193 
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AUTOMOTIVE 
SERVICE 
SHOPS 


“The Master Mailing List" 


most 
effective aw? ay Shop 
Maili Lists available — at lowest 
rates. Used regularly by large direct 
mail advertisers. Over 143, verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops; 
12,000 Fleets; 8,000 Automotive Jobbers, Ad- 
dressing to any shop classification by states, 
Write for detailed state counts, + ete 
folder FREE on request. % 


MOTOR SERVICE Siicico en nunors 


CHICAGO 6, ILLINOIS 


Start Wil Roberts Agency 
Wilmer S. Roberts and Anita S. 
Goldberg have formed a new ad- 
vertising agency known as Wil Ro- 
berts Advertising, 1627 Walnut St., 
Philadelphia. Mr. Roberts former- 
ly was production director of Ad- 
rian Bauer Advertising Agency. 
Venlo Wolfsohn, formerly adver- 


'|tising manager of Merrittt Lumber 


Yards, Reading, has been 


named copy chief. 


Barash Joins Gift-Pax 

Mitchel Barash, formerly with 
Adair & Director, has joined Gift 
Samples for Baby, New York, dis- 
tributor of Gift-Pax samples for 
new mothers, as a member of the 
board of directors. 


Pa., 


The. DIRECT SELLING LEGION - 50,000 STRONG! 


Greatest Single Organized Force in a 


MULTI-BILLION-DOLLAR MARKET + Founded and denceveed by 


SPECIALTY SALESMAN MAGAZINE 


WRITE TODAY 


EAST—70 East 45th, New York 17, N.Y., Phone 
FOR FACTS WEST —610 S. Broadway, Los Angeles, Cal ; 


GENERAL OFFICES: 307 N. Michigan Aye., Phone RAndolph 6-0743 


CHICAGO 1, ILLINOIS 
Hill 4.4525 
Phone Vandike 9363 


Donohue Joins Cole Products 


D. W. Donohue, formerly presi- 
dent of Mills Automatic Merchan- 
dising Corp., has been named sec- 
retary and director of Cole Prod- 
ucts Corp., Chicago, manufacturer 
of 3-flavor Cole-Spa hermetic bev- 
erage cup dispenser. 


Introduces Brush Cleaner 


Dunkit paint brush cleaner, man- 
ufactured by Lloyd Laboratories 
Ltd., Toronto, is being introduced 
to Canadians through a weekend 
newspaper and spot radio cam- 
paign. Russell T. Kelley Ltd., To- 
ronto, is the agency. 


Williams Joins Lupton 


Roy Neil Williams, formerly as- 
sistant advertising manager of in- 
dustrial advertising at Armour & 
Co., Chicago, has joined John Ma- 
ther Lupton Co., New York, as ac- 
count executive. 


Southwest Airways to JWT 


J. Walter Thompson Co., San 
Francisco, has been named to di- 
rect the advertising of Southwest 


Airways Co. 


Admiral to Use Own 
Consumer Magazine 
to Sell Prospects 


Cuicaco—As part of its stepped- 
up 1950 promotion campaign for 
its television sets, refrigerators and 
ranges, Admiral Corp. will publish 
a bi-monthly consumer magazine, 
“America’s Smart Set.” 

The publication will carry 24 
pages each issue, with Admiral 
product-selling ads on the second, 
third and fourth covers. 

Second cover ads will plug video 
sets; refrigerators and ranges will 
be featured on the third cover, 
and dealers will be able to get their 
own product, service or institu- 
tional message across via the back 
cover. 

The company has financed ini- 
tial work on the publication, but 
dealers, who are expected to mail 
it gratis to a total of about 1,000,- 
000 of their prospects, will pay 
about 10¢ a copy. The magazine 
will be distributed from Chicago 
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“I guess she told him there were some big space buyers 


in the audience!’’ 


tion of any Cincinnati newspaper, daily as well as Sunday. 


be sin ypve es <s 


2nd CHORUS: “The Cincinnati Enquirer has the largest circula- 


” 


(Represented by Moloney, Regan and Schmitt, Inc.) 


Advertising Age, April 17, 195 
from the lists prepared by deal. 
ers. 


s Seymour Mintz, Admiral’s ad- 
vertising director, said that the 
editorial contents of each issue 
will contain something for “ma, 
pa and the kids.” Articles will] 
cover interior decoration, budget 
food recipes, Hollywood gossip, 
entertainment news and teen-age 
feature material, and will be writ- 
ten for light, fast reading. 

Purpose of the magazine is to 
solve the problem of dealer pro- 
motional material, much of which 
seldom leaves the dealer’s stock- 
room. Mr. Mintz feels that “Amer- 
ica’s Smart Set,” scheduled for a 
May 1 debut, will at least be read 
by prospects. 

Drake Publishing Co., Chicago, 
will produce the publication, un- 
der the direction of O. A. Feldon, 
Robert P. Hanks and Willis Littell. 


MAGNAVOX DEVELOPS NEW 
EASEL STORY FOR DEALERS 


Fort WayNE—Magnavox Co. has 
developed a new easel presenta- 
tion for its dealers to use on pros- 
pects. 

The sales aid was adopted on the 
theory that television set buyers 
want an intelligent, authoritative 
description of product character- 
istics and ‘features from retail 
salesmen. The easel flip-chart 
presentation, the company hopes, 
will provide the solution to this 
problem. 

Magnavox’s chart device is 
dressed in blue fabricoid covers 
with a gold plastic binding, and 
contains 17 pages, each carrying 
a description of some fact about 
television and Magnavox. 


s All retail salesmen will receive 
video “fact books,” which carry 
detailed material on each page, so 
that the dealer or his assistant 
can amplify or cite additional evi- 
dence in support of each page in 
the presentation. 

According to Lauren K. Haga- 
man, director of advertising and 
public relations, the “primary ob- 
ject of the flip chart is to make 
sales—not to mechanize selling. 
The chart focuses the customer’s 
attention, acts as an outline to the 
salesman, and helps visualize the 
points he is making.” 


Transit Radio Names Kerr 


Allan W. Kerr, formerly with 
WCBS, New York, and WPIX, 
San Francisco, has been named 
eastern sales manager of Transit 
Radio Inc., making his _ head- 
quarters in New York, He succeeds 
William H. Ensign, who resigned 
to become account executive on 
network sales for the American 
Broadcasting Co. 


Bortnick Agency Names 3 


C. Allison Worthen, formerly 
with Marshall Field & Co., Chi- 
cago, and J. Walter Thompson Co., 
Chicago, has been named art and 
production director of Bortnick 
Advertising Agency, Philadelphia. 
Al Freeman has been appointed ac- 
count executive, and Robert Som- 
mers has been named head of the 
agency’s special activities section. 


Lyons & Blaine Dissolved 


Lyons & Blaine, advertising 
agency at 117 S. Washington St., 
North Attleboro, Mass., has been 
dissolved. Effective immediately, 
Walter Lyons will continue at the 
same address under the name of 
Lyons Advertising. Irving Blaine 
will open the Blaine Co. at 56 S. 
Main St., North Attleboro. 


Dextone Appoints Graham 


Dextone Co., New Haven, Conn., 
manufacturer of reinforced con- 
crete joists and masonry construc- 
tion panels, has named Hugh H. 
Graham & Associates, New Britain, 
Conn., to handle its advertising. 


Appoints Jack Matthews 


Jack Matthews has been ap- 
pointed in charge of media buying 
for Ross Roy-Fogarty, Chicago. 
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“Some years ago we saw the prospects of great 
growth in the South. Because of this outlook, we built 
our second largest plant in Waco, Texas. That the 
Southern industrial development has come up to our 
expectations is shown by the fact that our Waco 
plant has already been enlarged. The market for our 
products has grown tremendously with the expansion 
of the South’s rich agricultural areas.”’ 
W. O'NEILL, President 
The General Tire & Rubber Company 


“The business The Lee Company is securing from 
the Southern states is phenomenal and has been in- | 
creasing in unit sales year after year. Many of our 

Southern territories rank right along with other top 
producing territories throughout the country, in vol- 
ume produced on a per capita basis. The South al- 

ways gets its proportionate share of LEE advertising.”’ 


C. A. REYNOLDS, Vice President 
The H.D. Lee Company jf — 


“For more than half a century, the rural South 
has grown in stature, until today it constitutes the 
largest single market in the world for the gas, electric 
and kerosene ranges, oil-burning home heaters and 

gas and oil furnaces which carry the Perfection name- 
plate. The great advances now being made by South- 
ern agriculture are placing new buying power in the 
hands of the people of the rural South—creating new 
markets for producers of up-to-date consumer goods.” 

L. S. CHADWICK, President | 

Perfection Stove Company —_— 


The eyes of business are on the rural South, where a great farm 
magazine matches the growth of a great farm market. The South’s annual ys io 
cash farm income has more than tripled since 1940. The yearly volume / AN A MILLION 
of advertising in the South’s No. 1 magazine—The Progressive Farmer | MORE TH 
—has also more than tripled since 1940. | SOUTHER S 
In 1949, The Progressive Farmer topped every other sectional farm | FARM FAMILIE 
magazine in advertising linage and revenue. And in 1950, The Progressive : aa 
Farmer continues its vigorous growth, with a January-March gain of 
13.5% in advertising revenue. The Progressive Farmer’s January-March 


gain in advertising linage and revenue exceeds the total gain of all ony Shee re samen 
other monthly farm magazines combined. Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


The South Subscribes to The Progressive Farmer pf 
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Magazine Sales to 
Continue at N. Y. 
Curbside Stands 


New YorkK—Operators of curb- 
side newsstands here have appar- 
ently won their fight to continue 
the sale of magazines. A new en- 
abling bill, now in the City’Coun- 
cil hopper, is expected to become 
law about May 1. 

Earlier last week, License Com- 
missioner Edward T. McCaffrey 
said he would invoke a law pro- 
hibiting the sale of anything but 
newspapers at such stands. Al- 
though on the books since 1934, 
the law had never been enforced. 
New legislation amending it has 
been introduced by Councilman 
Charles E. Keegan, who told AA it 
has no opposition in the council and 
only a smattering from stationery 
store managers. 

Curbside stands are  distin- 
guished by legal definition from 
those against buildings or at sub- 
way and elevated entrances. The 
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FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 


latter have had the sanction of law 
in selling magazines. 

The curb stands, licensed only 
to blind and otherwise seriously 
handicapped persons or partially 
disabled war veterans, constitute 
about 15% of the city’s news- 
stands. 


Gets Hosiery Account 

Conley, Baltzer, Pettler & Stew- 
ard, San Francisco, has been ap- 
pointed to handle the advertising 
of Wilstrut Hosiery Mill, San Le- 
andro, Cal. 


Telex Plans Summer Drive 


Telex Inc., Minneapolis, plans to 
launch a campaign this summer, 
using magazines, radio spots, car 
cards and newspapers, to promote 
its new “300” hearing aid. The ma- 
terial to be used in the campaign 
will be based on a consumer re- 
search study made for the compan 
by its newly appointed agency, H. 


Gross Co., Chicago. 
Issues Mail Order List 
The Commerce Department’s 
marketing division has published 


a ten-page bibliography of pub- 
lished material relating to mail 
order selling. The list of “basic in- 
formation sources” is available 
from the Superintendent of Doc- 
uments, Washington 25, D. C., or 
from Commerce Department field 
offices. 


American Screw Names Fleck 

Arthur L. Fleck has been ap- 
pointed general sales manager of 
American Screw Co., Providence, 
R. I. He was for many years as- 
sistant to the late Charles O. Dray- 
ton, top sales executive of the com- 


Advertising Age, April 17, 195@ 


pany. John J. Coy, sales represent- 
ative, has been named assistant 
sales manager. 


Regina Service Moves 
and Expands Services 

Regina Service, Brooklyn, hag 
moved from 12 Harrison Ave. to 
new and larger quarters at 847 
Lexington Ave., Brooklyn. 

As part of its expansion pro- 
gram, Regina has appointed Wil. 


liam Zipf, formerly head of his own 


mail order and purchasing agency, 
as public relations director. 


Sell the best man in every dozen . 
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‘Luxury Line’ Gets 
Push from Personna 


New YorK—Personna Blade Co. 
will break a campaign in news- 
papers this week for the introduc- 
tion of a luxury line of injector 
blades. 

Covering some 26 cities across 
the country, the ads will offer the 
regular 89¢ 20-blade injector with 
a special 35¢ 5-blade injector for 
89¢. Both injectors will be packed 


together for store display and sales. 

With the offer the company 
guarantees a minimum of nine 
shaves per blade. A full refund on 
the guarantee goes with the intro- 
ductory kit. 

*Personna will move into na- 
tional magazines with the campaign 
in May issues of monthly publica- 
tions and with next week’s issues 
of weeklies. The schedule includes 
Collier’s, Esquire, Field & Stream, 
Newsweek, The New Yorker, Out- 
door Life, The Saturday Evening 


Post, Sports Afield, Time and 
True. 

J. D. Tarcher & Co. is handling 
the account. 


Ads Boost Lotus Shoes 


Lotus of England, manufacturer 
of Lotus Veldt-schoen waterproof 
men’s shoes, has signed with Jae- 
ger of Canada Ltd. to distribute 
the Lotus shoes in Montreal and 
Toronto. Announcement ads in 
newspapers have been handled 
through McKim Advertising Ltd., 
Montreal. 


Flanagan Names Emmerling 

Herbert J. Emmerling, formerly 
sales representative of the Chicago 
office of Western Newspaper Un- 
ion, has been named to the newly 
created position of sales and ser- 
vice manager of Fred A. Flanagan, 
Chicago typographer. 


Marketing Conference Set 

The Pacific Northwest Market- 
ing Conference, under the joint 
sponsorship of the marketing and 
industrial divisions of the Seattle 
Chamber of Commerce, will be 
held May 12 in Seattle. 
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When you reach Popular Mechanics’ 
BIG Man Market you sell 


THE BEST MAN IN EVERV DOZEN 


BIG? Yes! Popular Mechanics gives you 
one man in every twelve in America. 
Popular Mechanics delivers this big, 
important, undiluted, adult male market 
. . . over one million circulation . . . over 
44 million readers. If you’re building a 
schedule for any man-bought products, 
you can’t overlook this best buy in men. 


BEST? Yes! You can’t overlook the extra 
selling force of Popular Mechanics, a 
force that springs from the special char- 
acter of Popular Mechanics’ readership. 
The Popular Mechanics reader has the 
“PM. Mind’... he’s more alert to 
ideas, more active, more interested in 
products and what they will do for him. 


He’s more receptive, more responsive 
to advertising . . . a fact proved again 


PM. Mina 


and again by surveys, by actual case 
histories, reflecting the amazing pulling 
power of Popular Mechanics advertising. 
The man with the P.M. Mind reads ads 
deliberately and consciously responds. 


Popular Mechanics pull can be har- 
nessed to get inquiries, mail orders or to 
send men into retail outlets to ask for 
products by brand name. It can be har- 
nessed to products of every kind bought 
by men. 

Get the Whole Story Now! 
Call your Popular Mechanics represent- 


ative now and get the whole story of 


this big man market, this more respon- 
sive man market, this best man market. 
Get the story and you'll put Popular 
Mechanics first on your schedules for 
men’s products. 


1400 rayon gabardines sold by Saks-34th, 
New York, McKettrick reports, after ad- 
vertised at $10.95 on August 21 in The 
New York Times Magazine. 


ER Ret 


> eer 


1000 sheer wool worsteds sold by 
Gimbel’s, New York, McKettrick reports, 
after advertised at $16.95 on September 
18 in The New York Times Magazine. 


800 rayon paisley prints sold by Oppen- 
heim Collins, New York, McKettrick re- 
ports, after advertised at $14.95 on 
December 11 in The New York Times 
Magazine. 


Ads in The New York Times Magazine 
always sell dresses for McKettrick. Not 
only in New York, but all over. Which is 
one reason The New York Times is the 
Number One fashion advertising medium 
in the country, 


o 


, 1 21 
a | | 
sistant | 
| iy 
| ih Pee 
1, hag | > q Ra! og aS jee 
ve. to 7 - fe ar: 
it 847 - i scars 
- ~pro- ee — 
S Own = re 7 P sae 
gency, ca ae , 
' | | fl oe 3 
| - feo t ie 
ae au ener Se aa. ij Biss 
us mim 4 ' cette — -~ - : a | 
a ererrtane commercenneted ay ies: 
a 
| ni " | ste ee 
Beg bs , —— J Bos. 
* \i i ; 
lo . ae 
St Pe a 7: pete 
sionneet te Se kay Hbeageg 
Re egpt es = 34 ; 
| f a SS eee : 
i ities 
4 ae y 
4 3 ity 
ie ae 
?  THEAS ‘ PPCINCT FICA fi t 
2 ra , ks 
i tae 
- er 4 OH ee ; 
i . =, : 
a? 7 f 
ee 
wy &> 2 P 
_._._-§..LL eae, & 
; ; Mee Pax ~ é a . 
‘ ; 
eo PRON ao | 
; ee neu 
See ey I , 
; ae ) i ye 
vote Abt ae 
; ‘fT rane ae 
2555s yt ; $ ee: ees 
} ee iw sere 
e 
culation se 
| ON ¢ P 
an ion ale : MF, U \ | 
more th 4% million ™ ‘Ri | | 
ore uy in ze LS | 7 — oe 
: m f est ~*~ "S = pehe New Hock Cimes i ee 
j Py ad ou oe a ke 297 ee i {| _fltanazine | i a 
rad | -_ ~ ~*~ te a ; i. 
% ~ ~ % “| vy : 
" y; <a : ; y ef ‘ 
oe a f <= - * : 
pie & is ae ~ j . : i «= Ce 
- => C4 — — ji me fe mee Pra E ag 
” ii : ee ete ae $2 ge 4 A 
F Oe ae Hj ties, ise ee 
Sy) ex 
me ;' i] oe ; : 
a £ “7 i y es co ie ss "3 ra - i) 
| i nat i | . Stee te oe =f 
— a J aon Pr Ps se Y 
, 
F x 
Me ie = 
: ie ee Pas & Se ae 2 eo oe sas ve = =e hy ie an eee x alae sas an o 2 Pe E re . ts 2 or o = iy ieee ue 3 
Fe de aR aie ea | CRs one 2 a geet oe ee Sees eee ee er Se a a ee 


Hazards of Prediction Shown 
in Review of TV Forecasts 


(Continued from Page 1) 

“Radio need not die, but it will 
become a secondary medium to 
television,” J. Hugh E. Davis, ex- 
ecutive vice-president of Foote, 
Cone & Belding, said last fall. “But 
it’s not going to happen tomorrow 
and the country will not be cov- 
ered by TV even five years from 
now.” 


@ Sixty per cent of the adver- 
tisers, agency men and broadcast- 
ers queried by Batten, Barton, 
Durstine & Osborn, in a survey in 
May, 1949, were convinced tele- 
vision will be more important than 
radio by 1954. 

For the bullish minded there are 
figures available to show some 
cities are ahead of this time table. 
C. E. Hooper Inc. reported that TV 
outpulled radio in the share of 
audience competition in January 
and February, 1950, with a 50.2% 
nighttime average Sunday through 
Saturday. 

But many broadcasters com- 
plain that Mr. Hooper’s compara- 
tive figures are loaded in favor of 
TV, since his sample includes only 
telephone homes and therefore the 
higher income families, where vi- 
deo sets are more prevalent. 


ws And 1949 was the year that 
saw International Silver choose 
network TV with its limited mar- 
ket (there are now some 103 sta- 
tions operating in 61 markets) 
over network radio. Ford Motor 
Co. gave up network radio, while 
backing three network TV shows 
—one each for Ford, Ford Dealers 
and Lincoln-Mercury. At the same 
time Ford splurged heavily with 
radio spots. 


Circulation in New England (thousands) 
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NO OTHER 
PUBLICATION 


Reaches New England 
Garm Market 


LIKE THE HOMESTEAD 
Naturally, the Homestead has greater 
i ion— it’s written primarily for 
its 131,000 farm family subscribers 
within New England. Its total net 
paid circulation is well over 145,000. 
The Homestead’s editorial columns 
feature the information that helps 
ilies get more profit from 
their farms .. . better iiving from their 
homes. Thorough coverage plus Jocal 
influence and editorial prestige make 
the Homestead a most effective adver- 
tising medium. 
INTENSIVE READER INTEREST 


The Continuing Study of Farm Publi- 
cations* shows that the New England 
Homestead has unusual reader interest 
in both the editorial and the advertis- 
ing columns. Men and women enjoy, 
and have confidence in what they read 
in the Homestead. 
Rural dealers in this prosperous section 
know the tr d infl the 
Homestead has on sales of their prod- 
ucts. It's the local editorial appeal of 
the Homestead that makes this pos- 
sible. 
To increase sales of your products in 
this rich market — place your sales 
message in the Homestead’s advertis- 
ing columns. 
*Copy of study on New England Home- 
stead sent on request. 
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Other former radio sponsors who 
chose network TV over network 
AM last year included General 
Electric Co., which eanceled Fred 
Waring on AM but kept him on 
TV, and Philco Corp., hitherto the 
backer of one of radio’s top night- 
time entertainers, Bing Crosby. 


@ Television debunkers also have 
been busy in recent months. As 
early as January, 1949, J. Ray- 
mond Tiffany, general counsel of 
Book Manufacturers Institute, 
warned that video would be a “de- 
vastating competitor” to culture. 
This spring two eastern high 
schools—Burdick Junior High 
School, Stamford, Conn., and Ab- 
raham Clark High School, Roselle, 
N. J.—made a study to see how 
their students were being affected 
by TV. In Stamford children with 


sets in their homes were 

nearly as much time—27 hours 
weekly—in front of the screens as 
going to school. In Roselle the 
marks of regular viewers had 
dropped 15% since they became 
TV fans. 

Returns from a survey of high 
school students in Fort Worth, 
Tex., told a different story. The 
Fort Worth Star-Telegram found 
that 60% of the boys and girls 
with TV receivers made better 
grades than the preceding year, 
while 40% made lower grades. 


ws Meanwhile, nobody has yet at- 
tempted to assess the educational 
values of such telecasts as the 
Ford Motor Co.’s coverage of the 
United Nations General Assem- 
bly sessions (CBS-TV) last fall, 
and Mrs. Eleanor Roosevelt's after- 
noon teas (NBC-TV), which fea- 
ture discussions of national and 
international issues. : 

There are many other programs 
deserving of mention here—‘Meet 
the Press” (NBC-TV), which plays 
host to a Senator Joseph Mc- 


Carthy while he’s still making 
headlines, “Author Meets the Crit- 


ics” (ABC-TV), and “Overseas 
Press Club” (CBS-TV), for ex- 
ample. 


Speaking at a meeting of the 
Hollywood Advertising Club in 
January, 1949, Richard Goggin of 
American Broadcasting Co. said 
TV entertainers can’t function at 
their highest level on an “assembly 
line basis.” He termed a five-a- 
week-show on TV a “mild form of 
suicide.” 


ws Spring 1950 sees this yet to be 
proved, although TV seems to be 
following radio’s general casting 
pattern of presenting the same 
faces over and over—particularly 
in the guest star department. Faye 
Emerson’s appearance on practi- 
cally every show available caused 
Milton Berle to define radio as 
“something you used to be able 
to turn on without seeing Faye 
Emerson.” 

Arthur Godfrey, who still puts 
in a great many hours weekly on 
radio, hasn’t reached the five-a- 
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week mark on TV yet, but hes 
getting close. The addition of two 
nightly sessions for Hi-V Corp., a4 
frozen orange juice company in 
which he has a financial interest, 
gives Columbia’s top money maker 
a Monday through Thursday tele- 
vision schedule. 


@ Advertisers, not infrequently, 
drag out their superlatives when 
television comes into the conver- 
sation. In AA (Jan. 31, 1949) @& 
Philip. Morris & Co. executive was 
quoted: “Television is the most 
powerful medium ever developed.” 

This is not the sort of statement 
to be proved or disproved in a 
few months. During the week of 
Jan. 2-8, 1949, some 727 adver- 
tisers spent $307,185 for television 
time, according to N. C. Rorabaugh 
Co. The latest Rorabaugh Report, 
which no longer estimates time 
purchases in dollars, shows that 
2,398 advertisers were using TV 
during the week of Feb. 5-11, 1950, 

The natural instinct to predict 
for the future has been cramped 
somewhat recently by the 20- 


Ih’s not a Top-the-Townsend plan, or an 
up on Upton Sinclair’s EPIC platform... 

But taking in that amount of money in the 
first two days of the week is something of an 
epic in any circulation department! 

In the past year, average receipts by mail on 
every Monday and Tuesday for subscriptions to 
Nation’s Business have increased from $45,000 
to $60,000...more than 90% for the three year 
term at $15, and more than half are renewals! 

No get-acquainted offers, club rates, special 
prices, this-month-only deals with cuckoo 
clocks, insurance policies, or gold embossed 
portfolios thrown in free... 

For $15 a subscriber gets 36 issues of this 
magazine, and nothing else but. 


Tere 1s NO compulsion to subscribe to 
Nation’s Business. 

It positively will not publish your picture, 
speeches, life story or your wife’s social notes. 

The subscribers wear no badges, rate no 
salute from traffic cops or precinct captains, 
enjoy no club privileges, have no priority for 
new cars, hair cuts or watch repairs, get 


Ricuarp Tatmapce, Retirep...A 
grandfather clock and an antique flivver 
are the real heroes of an unusual short 
story...“Pop” by Henry H. Curran. 

Tue Music Goes Rounp.. . Collectin; 
early records is big hobby... “They Fin 
Gold in Old Albums,” by George Frazier. 

BaseEBALL’s SussipiariEs...The major 
leagues branch out, sell novelties, clothing. 


See ... “Baseball’s Notion Counter,” by 
Paul Gardner. 

Pecuniary Parapox...To keep the 
economic groups equal, the welfare state 
singles out some for unequal treatment... 
Read “150 Years of the Welfare State,” 
by Blair Boles. 

And a dozen other timely articles for 
the business man in the April issue. 
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month-old freeze on television sta- 
tion \icenses, which greatly limits 
the expansion of the lusty new in- 
dustry. However, here are a few 
prognostications to watch: 


s 1. “We are doing today what 
we believe most of the industry 
will be doing tomorrow,” Roger 
Ww. Clipp, general manager of 
WFIL and WFIL-TV, Philadelphia, 
said as he announced reduction of 
nighttime and an increase of day- 
time radio rates a few weeks ago. 

2. “Within a year nearly all tele- 
yision shows will be on film.” 
Frank Telford, producer of Inter- 
national Silver Co.’s “Silver Thea- 
ter” (AA, March 13). 

3. “With television time costs 
increasing constantly, simulcasts 
become less effective from the 
standpoint of the purpose for 
which they are primarily intended 
—to save money. Before long it’s 
not going to be worth while to 
simulcast,” Roland Gillett, vice- 
president in charge of radio-TV 
for Young & Rubicam (AA, Nov. 
7, 1949). 


A&P Denies All Allegations in U. S. 
Suit; Asks Dismissal of All Charges 


New York—tThe Great Atlantic 
& Pacific Tea Co. gave a flat denial 
for its first formal answer to gov- 
ernment antitrust charges in New 
York’s southern district court last 
week. 

Through the law firm of Cahill, 
Gordon, Zachry & Reindel, A&P 
denied in detail the charges of 
restraint of trade and monopoly 
brought under the Sherman Act. 
Defendants John A. Hartford, 
chairman of the board; George L. 
Hartford, treasurer, and the A&P 
asked that the complaint be dis- 
missed. 

A&P labeled its expansion as a 
“natural growth,” which came 
from within the company and not 
by mergers or by buying out com- 
peting firms. The answer said that 
A&P “has made substantial con- 
tributions toward revolutionizing” 
the food business, “with enormous 
and incalculable savings to the 
consumer and especially to the 


worker families.” 


@ The company described the de- 
cree of dissolution as entirely un- 
warranted because: 

“1. A&P is not a monopoly, or 
otherwise illegal in itself. 

“2. There is no clear, willful, 
serious and continuing violation 
of the antitrust laws. 

“3. Relief, if any were necessary, 
could be obtained through other 
means. 

“4. The public interest will be 
harmed and not served thereby 
and competition would not be in- 
creased but diminished.” 


a A&P maintained that it “has 
contributed more than any other 
distributing organization in the 
world today to the solution of 
maintaining standards of living in 
the face of constantly increasing 
populations and greatly increased 
tax burdens.” 


Pioneering in cheaper and more 
efficient methods of producing and 
distributing food “with great bene- 
fit to the consumer, the producer, 
and the general public” was given 
as A&P’s method of sustaining the 
country’s standard of living. 


Four A’‘s Unit Elects 


Robert B. Shirey, J. Walter 
Thompson Co., has been elected 
chairman of the board of gover- 
nors of the Southern California 
Chapter of the American Associa- 
tion of Advertising Agencies. Elec- 
ted to the board were: A. W. Neal- 
ly, Batten, Barton, Durstine & Os- 
born, and Jack Privett, Mogge- 
Privett. Holdover members are 
Charles Hawkins, Barnes Chase 
Co., and Charles Levitt, Smalley, 
Levitt & Smith. 


Harrison Names Mathes 


A. S. Harrison Co,., South Nor- 
walk, Conn., has appointed J. M. 
Mathes Inc., New York, as its 
advertising agency. Newspapers, 
radio and TV will be used to pro- 
mote Preen, a cleaning and polish- 
ing wax. 


| 60, 000 


| Soe oy Tuesda tf 


no kind words from clergymen or headwaiters. 

The notoriety value is nil, net... 

Yet more business men pay more money for 
Nation’s Business than for any other business 
publication—some 660,000 of them, in every 
industry classification, type of business, state 
of the Union, small town and big city. 

The circulation of this one magazine alone 
includes the men responsible for a majority of the 
nation’s business! 


No oruer business publication offers more 
of the business market... or 
greater attention and interest 
to the advertising addressed to 
that market. Because Nation’s 
Business has its own niche, 
utility and value in the minds 
of its readers. 

There is more business news published 
today than anybody can read, and much of it 
contributes only to the confusion and blood 
pressure of its readers. 

Nation’s Business leaves to other journals 
the reports of business—looks for the reasons 


behind reports,skips the chronicle,seeks causes, 
It takes the long view, focuses on major 


. factors that will affect business, points out 


possible consequences. 

Its articles are all carefully compiled, the 
facts documented . . . competently written for 
the non-specialist reader, with the common 
objective of authoritative interpretation rather 
than sensationalism, scoop, or matching the 
current content of other publications. 

In consequence, the reader looks to Nation’s 
Business for direction rather than data, is 
* rarely surprised ... and usually 
knows the turn of major events 
before they turn... 

And since Nation’s Business 
comes out only once a month, 
never crowds him, he has time 
enough to read every issue! 

Few publications can provide a better 
reception for advertising...and no publication 
better prospects! 

Possibly you don’t know as much as you 
might about Nation’s Business? Call any office 
for a current evaluation... 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


SOUTH 
CAROLINA'S 
“COVERED” 
WAGES 


*Wages for ‘‘Covered"” Em- 
ployment were $252,013,4603 
during the year ending March 
31, 1949, in the Greenville 
News-Piedmont A. B. C. Market 
of 455,011 people, according to 
the $. C. Employment Security 
Commission. Make it your Su- 
permarket in 1950. 


ille News 


NING & SUNDAY 


Total Daily Circulation 90,014 
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Technicrome Makes Debut 


Technicrome, a process used to 
produce eight-color, transparent 
plastics for use in window displays 
with backlighted shadow boxes, 
was introduced at the annual 
advertising exhibition at New 
York’s Waldorf-Astoria April 11-12 
by Einson-Freeman, Long Island 
City lithographer. 


Considine Promoted 


Douglas M. Considine, with the 
Minneapolis-Honeywell Regulator 
Co. since 1941, has been appointed 
manager of the market extension 
division, general sales, of Brown 
Instruments division of the com- 
pany, Philadelphia. Mr. Considine 
continues as editor of “Instrumen- 
tation,” Brown’s house organ. 


Ad Commission Elects 


Charles W. Hunlock, vice-presi- 
dent and public relations director 
of Western Hotels, Seattle, has 
been elected chairman of the 
Washington Advertising Commis- 
sion. Ray L. Bachman, editor. of 
the Columbian, Vancouver, Wash., 
has been named vice-chairman. 
Charles E. Johns, supervisor of 
progress and industry in the State 
Department of Conservation, will 
continue as executive secretary. 
The commission handles expendi- 
tures of state funds in advertis- 
ing and promotion. 


Cone Mail Advertising Moves 

Cone Mail Advertising Bureau 
has moved from the Central Bldg., 
Seattle, to 1005 Post St. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales in January, 1950, were 4% 
below sales for January, 1949. 
Sales in February this year were 
1% under volume for the same 
month last year, and sales in 
March, 1950, were about equal to 
or slightly ahead of last year’s. 

Thus, 1950 retail dollar volume 
apparently is catching up with 1949 
sales. However, Easter this year 
fell on April 9—a week earlier 
than last year. Since sales rise 
rapidly as a holiday approaches 
and decline immediately after- 
ward, figures for the month of 
April, 50, probably will compare 
unfavorably with the figures for 
April last year. 

Historically, department store 
sales turn upward in mid-April 
and continue to rise until Mother’s 
Day. Since Mother’s Day always 


falls on the same day a com- 
parison of year-to-year sales from 
mid-April until Mother’s Day is 
usually more indicative of retail 
business conditions than compar- 
isons of sales during any other 
similar period in the first half of 
the year. 

For the week ended April 1, 
department store sales were up in 
New England, the South, the 
Southwest and in West Coast cities. 

The New York, Philadelphia, 
Cleveland, Minneapolis and Kan- 
sas City districts reported losses 
in the period, as compared with 
last year, while the Chicago and 
St. Louis districts broke even. 

Largest gain among the cities 
was a 15% rise in Miami. Largest 
loss reported by any city was the 
19% decline in the Duluth-Super- 
ior market. 


* Employing U. S. Census Bwreee methods, this 1950 study was 
conducted by a i Pp 
search consultants—Dan E. ‘Clark " & Associotes. The sample was 
designed and checked by Dr. Chilton R. Bush, Director of Journalistic 


Studies, Stanford University. 


SEATTLE TIMES’ LEADERSHIP PROVEN AGAIN! 


The SEATTLE TIMES is the accepted newspaper in 8 out 
of 10 homes in Seattle’s A. B. C. zone of 544,945 people. 


The 1950 Study and Report of Seattle Newspaper Cir- 
culations and Duplications again shows why frequent 
! advertising in The SEATTLE TIMES alone sells the rich 

_. Seattle market for advertisers. 


Ad. 4 


t firm of re- 


Ask your local O'Mara & Ormsbee representative for o copy of the 


| gmplete ‘report showing the daily and Sundoy study of Seattle news- 


paper circulations and duplications or write Advertising Manager, 
Seattle TIMES, Seattle 11, Washington. 
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DEPARTMENT STORE 


o> SALES INDEX 


1935.39 EQUALS 


Week to Apr. 1, ’50*..p301 
Week to Apr. 2, ’49*....301 
Week to Mar. 25, 50....279 
Week to Mar. 26, ’49*..277 
Month of Feb., ’50......p280 
Month of Feb., 


Fs pPreliminary. 
4 *Not adjusted seasonally. 


% Change from ’ 


Week Ended io 
Federal Reserve Mar. Mar. Apr 
District and City 18 
UNITED STATES ........ 1 rl 
Beston District .... 7 
New Haven 49 
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Springfield 13 
Providence 10 


New York District. 


SID a tacenscssntinesseners 
Philadelphia District 


Philadelphia _...... 
Cleveland District 
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Cincinnati ... 
Cleveland ... 


Er 
Pittsburgh P 
Richmond District 


Chicago District 
Chicago 
Indianapolis .... 
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Little Rock ....... 
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Brentwood Plans Big Drive 
Brentwood Sportswear, Philadel- 

phia, will break its largest con- 

sumer campaign with full-color 


— 


naa Be 
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pages in Life and Look, aimed at © 


the Fathers’ Day gift market. J. R. 
Kupsick Co., New York, is the 
agency. 


Gets Colonial Design Job 


Sundberg-Ferar, Detroit, indus- | 


trial designer, has been appointed 
to design a new line of radio and 
television receivers for Colonial 
Radio & Television division, Syl- 
vania Electric Products Inc., New 
York, 


‘Farm Journal’ Moves 

The Chicago advertising sales 
offices of Farm Journal and Path- 
finder have been moved from 180 
N. Michigan Ave. to 360 N. Michi- 
gan Ave. 


If you have 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
with [YOUNG | ideas... 
Buy COSMOPOLITAN 


America’s Most Exciting Magazine 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


(C) One Year at $3.00 [] Two Years at $5.00 [| Three Years at $6.00 
(J Payment enclosed [7] Bill me later [) Bill my firm 


Title_ 


Zone. State. 


100 EAST OHIO STREET CHICAGO 11, ILLINOIS 
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The big television story in Philadelphia is WCAU-TV. It’s a success 
story hard to match. 


oe 


1. WCAU is tops in local programming — produces more than 
any other Philadelphia TV station.* And they’re programs tailor- 
made to fit the Philadelphia audience. 


2. WCAU has more hours of programming than Philadelphia’s 
other TV stations* ...one reason Philadelphians have the 
Channel 10 habit. 


3. WCAU’s transmitter is in downtown Philadelphia for the 
most powerful signal and best picture in the area of densest 
population. 


4. WCAU is affiliated with CBS to bring you the biggest names 
and greatest talent in television. 


CUTE Ea L 


So, naturally, local retail and national advertisers favor WCAU-TV 
when they want results. Follow the leaders to the station where sales 
impact is telling a new success story in Philadelphia. Any way you 
- look at it, it’s WCAU-TV. 


*Telepulse 


WOCAGALYT 


THE PHILADELPHIA BULLETIN STATION 
CBS AFFILIATE 
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BAIRDSET Ads outpull 
publisher set ads 
Proof on request. Baird facilities include one 
of the world's most efficient composing rooms; 
STRECHTYPE®* the miracle proofs which 
alter proportions of type, art work or photo- 
graphs; talented, young personnel; monotype 
facilities. Transparent pages of alphabets aid 
you in making correct type choice faster in 
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Racing Group Names Orr 


The Atlantic City Resing As- 
sociation, Pleasantville, N. J., has 
appointed W. Wallace Orr Inc., 
Philadelphia and New York, to 
direct its advertising. Newspapers, 
trade publications, radio and tele- 
vision spots, outdoor and trans- 
portation advertising will be used. 


By STANLEY E. COHEN, Washington Editor 


World's Handiest Type Book. Ask for free 
circular. Advertising typographers since 1910. 


HARRY BAIRD CORPORATION 


F. H. Bartz, pres. 
18 E. Kinzie St., Chicage 11, WHitehall 4-4347 


Rosenman to Leave WCAU 
Alex Rosenman, vice-president 
in charge of sales for the WCAU 
Strechtype* *Trade Mark | stations in Philadelphia 
signed, effective May 1. 
WCAU’s sales staff in 1927. 
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The Right Geot in 
TOPEKA KANSAS 
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Sparkman Heads New Senate 
Small Business Committee 

WaAsHINGTON—After a two year 
hiatus, the Senate has a small busi- 
ness committee again. But the new 
committee has no blood relation- 
ship with its predecessors. Headed 
by Sen. John Sparkman (D., Ala.), 
it promises to be the kind of group 
which will search quietly and ef- 
ficiently for legislative ideas to 
encourage and strengthen new and 
small enterprises. 

In* passing over senators who 
served on earlier small business 
committees, including such enthu- 
siasts as Sen. James Murray (D., 
Mont.) and Sen. Kenneth Wherry 


(R., Neb.), Vice-President Alben 


Barkley undoubtedly recalled the 
bad feeling which had accrued in 
the past. During the war, the 
House and Senate small business 
committees effectively policed 
WPB and OPA regulations for pro- 
visions unfair to small business, 
but more recently they have been 
subject to tub-thumpers who used 
them as a forum for promoting 
pet projects and special interests. 

Current thinking on small busi- 
ness runs less to trust busting than 
to affirmative action, for most sen- 
ators are convinced that antitrust 
enforcement in itself is not enough 
to stimulate new and small en- 
terprises. Congress wants small 
business to get a larger share of 


Spring on Fifth Avenue (Jan. 26—temperature 70.5) 


Straw hat day...in January! 


by John Pelletreau, New York News 


A horse—a big, beautiful, brown police- 
man’s horse—cast envious eyes after me 
yesterday afternoon when I sauntered down 
Fifth Ave. wearing that January rarity, a 
straw hat. Everybody thought I was nuts, 

If I hadn’t taken my stroll after first 
getting a reading on The News Building 
thermometer, I would have thought my 
detractors were nuts. After all, THEY were 
walking down Fifth Ave. in January with 
coats over their arms, hats in their hands 
and shirts opened at the collar. On such a 
day what was wrong with a straw hat? 

That’s what a sadistic News editor fig- 
ured, and that’s why I made my appearance 
on the avenue shortly before 4 p.M., just 
in time to catch the reactions of early 
homeward-bound New Yorkers. The horse 
liked me, but the people had other ideas. 

I donned my straw skimmer—and began 
my summer-in-winter walk at 42d St. and 
Fifth. I noted more double and triple takes 
than I’d ever seen in my life. Most of the 
astonished passersby steeled themselves, 
stared politely, passed on without comment. 

Not so a middle-aged woman who car- 
ried a fur coat under her arm, however. 
‘You ought to take that silly hat off,” she 
said, “It happens to be January!” 


I countered: “Lady, in that case, maybe 
you ought to put that nice warm coat on.” 
She glared and walked away. 

I then tipped my hat to two pretty 
sisters . . . Their first reaction was to look 
at each other with a do-you-see-it-too? 
look. Then, they grinned. 

“Don’t you think it’s kind of early for 
a straw hat?” one asked sympathetically. 

‘*Never mind,”’ said the other, ‘‘It looks 
cute on you, anyway.” 


People rushed to bus windows, timid 
souls began to search for cops. 

Honest, folks, you’d think they’d never 
seen a guy wearing a straw hat in January 
on Fifth Ave. before! 

After an hour, I was beginning to feel 
that maybe I hadn’t read the ads, or there 
was something my best friends weren’t 
telling me. Then came horsie. Admiration 
glinted from her soulful brown eyes. SHE 
appreciated me! 


Cireulation now exceeds 
Daily. .. . 2,200,000 
Sunday ee 4,300,000 


The look on the face of the cop she was 
carrying, however,made me leave Fifth Ave. 
(From the Jan. 27, 1950 issue of The News.) 


Tue unseasonably warm winter in New 
York had been commented on, individually, 
collectively, and editorially... until all 
comment was stereotyped. But a News 
reporter found a thousandth-and-second 
version—by making, living, wearing and 
picturing the story. 

The News is accustomed to putting a 
Straw-Hat-in-January touch on any story, 
any month, making the obvious odd and 
the usual unique...In consequence, seven 
out of ten families in New York City and 
more than half the suburban families are 
accustomed to reading The News, every 
page, every issue, year after year. Such a 
custom makes such a newspaper, in such 
a market, a nonesuch medium! 

There are always customers in New 
York for anything saleable. And The News 
can carry your message to most of them! 


Advertising Age, April 17, 1950 


government business, and it would 
like to find a way to help it ob. 
tain new credit resources. But the 
most immediate problem—and the 
one that may get immediate at- 
tention—is the tax problem. To 
help small business acquire funds 
for plant expansion and working 
capital, Congress will consider 
lower tax rates on firms in the 
$25,000 to $50,000 bracket. To en- 
courage risk-taking, it will in- 
vestigate a possible five-year 
carry-over for “small business” 
losses. 
eee 

New housing legislation which 
went to the White House Monday 
assures ample federal mortgage 
guarantees to pull the home build- 
ing boom through the remainder 
of this year. Moreover, guarantees 
are rigged to stimulate an unprec- 
edented volume of new homes for 
the low income group. 

Building industry welcomes the 
mortgage assistance, but gags at 
a new kind of veterans’ benefit 
which has crept into the bill. Un- 
der this provision, for the first 
time in history, Veterans Adminis- 
tration is in the position to make 
direct loans when prospective buy- 
ers are unable to locate 4% money 
from private sources. The bill also 
increases the G. I. loan maturity 
from 25 to 80 years, and ups the 
government’s guarantee from $4,- 
000 to $7,500. 

eee 

Not even a local zoning regula- 
tion can be passed by Washington’s 
city fathers without reference to 
the highest echelon of political 
and economic consideration. Be- 
fore the ‘district commissioners 
Monday was a proposal to ban 
self-service gasoline stations. Ac- 
cording to the Retail Gasoline 
Dealer’s Association, they are 
“dangerous.” 

But on hand to say a kind word 
for the self-service plan was 
Chalmer Hamill, special assistant 
to Attorney General Howard J. 
McGrath. Mr. Hamill testified that 
the Justice Department is anxious 
to “maintain and promote com- 
petition.” He argued that the self- 
service tanks ought to have an op- 
portunity to establish themselves 
as a new method of distribution in 
the field. 

eee 

The fight for legislation assuring 
the legality of delivered prices 
suffered an unexpected setback 
Monday when Senate foes of the 
bill once again beat down an ef- 
fort to get final approval to legis- 
lation already accepted by the 
House. Careful tabulation of Senate 
sentiment indicates that the de- 
livered price bill will almost cer- 
tainly pass. But nobody seems to 
know when. 

eee 

That $2.8 billion G. I. insurance 
rebate is just about all paid, ac- 
cording to Veterans Administra- 
tion. In all, 14,500,000 ex-service- 
men have received checks since 
the program got into gear shortly 
after the first of the year. There 
are still an estimated 1,100,000 eli- 
gibles but most of these have yet 
to apply. 

eee 

There are lots of reasons why 
the government is not a good place 
to work—but it has its compen- 
sations. For example, government 
workers currenily get 26 working 
days off each year—a bit better 
than five weeks, plus 15 days sick 
leave—another three weeks. Sen. 
Paul Douglas (D., Ill.) is spear- 
heading a movement to get govern- 
ment leave down to 20 days an- 
nually, sick leave to 12 days. This 
would still be more generous than 
private industry, he says, and 
would save taxpayers $150,000,- 
000. 


Huff Agency Moves Offices 
James W. Huff Advertising, Dal- 


tional Bank Bldg 


las, has moved to the Dallas Na- 4 
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= advertiser of a worthy product. , 
aald Buy a four-color page in Coronet. it’, 
de- If it doesn’t produce more inquir- Aa 
cer- f ies (or direct sales) per dollar of rt 
s to cost than the same ad in Life, Gg 
Look, Saturday Evening Post, or tt 
Collier's, then Coronet will RE- a 
ince . FUND THE FULL COST OF THE (: 
ac- 
tra- 
ice- _ i 
ince Yf= ee” 
rtly — 
1ere 
li- 
re (Cosonsr’s GUARANTEE is as simple, and as revo- 
i lutionary, as that! 
ny | We have file after file of proof that Coro- 
_ net’s multimillion readers see Coronet 


ene advertising, believe in it, act on it. 
vent —_ Why? Because the relationship between Coronet 
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and its readers is something deeply different from 
that of the entertainment magazines. Only one other 
magazine evokes in its readers the same kind of con- 
fidence and loyalty. That one other magazine is, of 
course, Reader’s Digest. 

Coronet and its elder brother, Reader’s Digest, 
almost literally join the American family. Both 
Coronet and the Digest devote page after page to 
articles of service to the family. 

People believe in Reader’s Digest and Coronet, 
as they believe in a trusted friend of the family. 

Coronet is the only medium offering to adver- 
tisers this intangible but very provable power of 
reader-confidence. 


Today, Coronet makes this daring, un- 
precedented challenge: prove this 
unique selling power with your own ad- 
vertising—on a money-back guarantee. 


You can’t lose. You can win the most eagerly 
responsive family market in America! 
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CORONET DELIVERS 
MOST BUYERS acicuation PER DOLLAR 


Multiple readership? You know a magazine like Coronet 
has it! (And independent research findings prove it.) 
BUT...like to start with old-fashioned paid circulation 
records? Like to continue with the obvious next step— 
circulation per dollar? You're talking Coronet’s language! 


AVERAGE NET PAID 
CIRC. PER DOLLAR 

(based on 4- 
color page rates) 


**AVERAGE NET PAID 
A.B.C. CIRCULATION 


|. Perrrerereraerry 5,305,394......... 
2 eer 4,010,219........ 
errr 3,140,371......... 
0 Ge eee 3,110,040......... 
CORONET ......2,619,878.......458 
**Source: A.B.C. Publisher's Statements December 31 


Standard Rate and Data Service, March 15, 1950 
Yes! Coronet delivers almost twice as much net-paid- 
circulation-per-dollar as any of the four other mass- 
circulation magazines! 
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You'll never find a better, blacker ond 
more permanent drawing ink than 
Craftint’s New “66” —It'é extra water 
proof, too. 

PREE Write today 


on your letterhead 
for full sized sam- 
ple bottle. 


THE CRAFTINT 
MANUFACTURING CO. 
1227 E. 152nd Street 

Cleveland, Ohio 


a Se 


Clinton Sets Summer Drive 

Clinton Machine Co., Clinton, 
Mich., manufacturer of Clinton 
engines, this year will concentrate 
the major portion of its consumer 
magazine schedule during April, 
May, June and July, using Col- 
lier’s, Life and The Saturday Eve- 
ning Post, plus farm publications 
and shelter books. Dudgeon, Tay- 
lor & Bruske, Detroit, is the agen- 
cy. 


Burwell Joins Rumrill 

Lawrence B. Burwell has been 
appointed media director of 
Charles L. Rumrill & Co., Roches- 
ter agency. 


Duttield Leaves McGraw. 
Montgomery Succeeds Him 


Eugene S. Duffield, senior vice- 
president of the publications di- 
vision, McGraw-Hill Publishing 
Co., has resigned, effective April 
21,.to become assistant publisher 
of the Cincinnati Enquirer. 

He will be succeeded by Paul 
Montgomery, McGraw-Hill vice- 
reage and publisher of Business 

eek. Elliott V. Bell, chairman of 
the executive committee of the 
publishing company and chairman 
of Business Week’s board of edi- 
tors, has been appointed publisher 
of the magazine. Herman C. Sturm, 
advertising manager of Business 
Week, has been named business 
manager. 


Truscon Adopts Co-op Plan 


Truscon Steel Co., Youngstown, 
O., has adopted a new cooperative 
advertising program for its deal- 
ers, including newspaper, radio 
and direct mail advertising. Trus- 
con casement steel windows, metal 
lath, residential inter:or steel 
doors, industrial windows and 
other products are included in the 
plan. 


Retail Employe 
Efficiency Up, 
Says Truppner 


WasHINGTON—The average re- 
tail employe handled one-sixth 
more physical merchandise in 
1948-49 than he did for a compara- 
ble pay check a decade ago, accord- 
ing to William C. Truppner, chief 
of the 1948 Census of Business. 

Speaking before the meeting of 
the American Retail Federation 
here, Mr. Truppner said that while 
some of the increased efficiency 
stems from vending machines and 
self service, more of it comes from 
increased sales volume. 

Drawing on his personal impres- 
sions from scattered, and largely 
untabulated returns, Mr. Truppner 
said the 1948 census—taken during 
1949—shows that retailing still is 


Sales are not penned in when you use the Pittsburgh 


of them 


REPRESENTED 


Post-Gazette—It sells the 


Three million people live within a 50- 
mile radius of Pittsburgh—two million 


surround Pittsburgh’s ABC 


city zone—only one million live inside 
Your sales manager gears his sales 
plans to this pattern. You can gear 
your advertising plans to the same pat- 
tern by using the Post-Gazette It alone 


NATIONALLY BY 


entire Pittsburgh Market! 


gives effective coverage both inside and 


outside Pittsburgh’s ABC city 


It per- 


mits you to route your advertising as 
your sales manager routes hts salesmen 


h— 


POST-GAZETTE 


REGAN 


MOLONEY 


Advertising Age, April 17, 195% 


“energetic and growing.” 


@ He said preliminary returns 
from about half the nation’s 3,000 
counties, already tabulated, in- 
dicate that retail sales volume hag 
tripled since 1939. Prices have 
doubled during the period. 

With county returns published 
at the rate of nearly 100 daily last 
week, Mr. Truppner reported the 
publication program was “right 
on schedule.” According to plans, 
state and national totals are to be 
issued soon after county figures are 
completed, probably late next 
month. 

Later in the year, trade and sub- 
ject bulletins will be issued, and by 
early next year, the final volumes 
are expected to be in print. 


mw At an earlier session, the fed- 
eration heard Stanley Marcus, of 
Neiman-Marcus, Dallas, warn 
against excessive caution. “No re- 
tail establishment, large or 
small, was built on pessimism,” he 
declared. At the general business 
meeting, Mr. Marcus was re- 
elected chairman of the board of 
trustees. Rowland Jones was re- 
elected president. 

Presenting his impressions of the 
census results, which are just be- 
ginning to emerge from tabulating 
machines, Mr. Truppner said it 
is already evident that markets 
in many localities have shifted to 
a degree which cannot be ex- 
plained by population figures alone. 

Per capita income increases, in- 
fluenced by such factors as in- 
dustrial shifts and farm price sup- 
port programs, apparently have 


been extremely important to sales — 


in some areas, he said. 


a By way of illustration, he re- 
ported that one state, with a rela- 
tively unchanged population, ex- 
perienced as great a percentage 
increase in sales as two other 
states which had 40 to 50% in- 
creases in population. 

Mr. Truppner predicted that the 
census tables, when completed, 
would show marked changes in the 
kinds of goods people bought with 
their money. 

From the 1,500 counties already 
tabulated, he reported that small 
counties were showing “better than 
average” increases in retail sales; 
that big cities, as defined by po- 
litical boundries, “less than aver- 
age’; and counties surrounding big 
cities “greater than average.” 


General Appoints Officers 


General Business Films, recently 
purchased by Larry Gordon Stu- 
dios, has elected Larry Gordon 
chairman of the board; William 
Van Praag, president; Otto H. 
Sutter, executive vice-president; 
Philip de Mun, secretary; Arthur 
Otto, general sales manager; Bert 
Lawrence, formerly president of 
Lucid Art Productions, story de- 

artment head, and W. Robert 

oodburn, head of the document- 


ary department. The company is © 


located at 480 Lexington Ave., 
New York. 


Ceazan Appoints Factor 


J. N. Ceazan Co., Los Angeles © 
appliance distributor, has appoint- © 


ed the Ted H. Factor Agency, Los 
Angeles, to direct its account. Tel- 
evision, radio and some newspa- 
per and transportation advertising 
will be used. Joel Harvey, formerly 


FC 


production manager, Metro-Gold- — 


wyn-Mayer’s advertising depart- 
ment, New York, has been ap- 


—s 


pointed production director of the © 


Factor agency. 


Harrison to Jim Baker 


Richard Harrison, formerly ac- — 


count executive with the Cramer- 

Krasselt Co., Milwaukee, has 

joined Jim Baker Associates, Mil- 

epee agency, as account execu- 
ve. 


Peavey Joins John Blair 

_ William P. Peavey, formerly a 
department head with C. E. Hoo- 
per Inc., has joined the San Fran- 


- 


ee -s e 


cisco office of John Blair & Co. as 


account executive. 
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FIRST 25 NEWSPAPERS IN GROCERY ADVERTISING 


1. CHICAGO DAILY NEWS—E ... .3,189,829 
2. Houston Chronicle—E .............. 2,840,432 
3. Miami Herald—M ............. _.. 2,810,073 
4. Dallas Times Herald—E ............. 2,518,307 
5. Detroit News—E ................... 2,437,119 
6. New Orleans Times-Picayune—M ..... 2,416,132 
7. Washington Star-—E ................ 2,362,842. 
8. Hartford Times—E ................. 2,271,911 
9. Buffalo Evening News—E ........... 2,252,263 
10. Philadelphia Bulletin—E ............. 2,239,316 
11. Cleveland Press—E ................. 2,237,572 
12. Milwaukee Journal—E ........ — 2,231,818 
13. Houston Post—M .................. 2,205,238 
14. Seattle Times—E ................... 2,189,583 
15. Sacramento Bee—E .. ............. 2,169,052 
16. Rochester Times-Union—E ......... 2,166,538 
17. Oakland Tribune—E ..... ......... .2,127,852 
18. Syracuse Herald Journal—E . 2,113,082 
19, Pittsburgh Press—E ................ 2,073,264 
20. Toledo Blade—_E vn hip aveda weer. 2,070,395 
21. Providence Bulletin—E .......... 2,067,759 
22. Akron Beacon Journal—E ....... 2,004,767 
23. Columbus Dispatch—E .............. 1,978,173 
24. Indianapolis News—E .. ..... Finan Ss 1,977,533 
25. Youngstown Vindicator Telegram—E . . 1,966,904 


IN THE UNITED STATES 
MORNING—EVENING OR SUNDAY 


1949 


SOURCE: MEDIA RECORDS 


* NEW YORK OFFICE: 9 Rockefeller Plaza §° MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N.E. Second Avenue 
* DETROIT OFFICE: Free Press Building * LOS ANGELES OFFICE: Story, Brooks & Finley, Inc., 624 Guaranty Building 


CHICAGO DAILY NEWS 


For 74 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
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Put your sales message on signs that 
ere talked about and remembered 
PAINTED DISPLAYS «¢ WEON SIGNS 
* CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 
2706 Cellingswerth Hevsten 11, Texes 


PECTACULAR SIGNS BY 


TERLING 


Editors Plan Course 
Daniel D. Mich, executive editor 
of Look and Quick, John A. Jones, 
editorial director of Weirton Steel 
Co., W. Va., and Garth Bentley, 
advertising and publications direc- 
tor of Seng Co., Chicago, will be 
the principal speakers at a special 
short course for industrial editors 
and public relations workers April 
31-22 at the University of Minne- 
sota, sponsored by the university 
and Northwestern Industrial Edi- 
tors Association in Minneapolis. 


x 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


You Ought foKnow.. . 


On April 21, Paul Mont- 
gomery, publisher of Business 
Week, will succeed Eugene.S. Duf- 
field as senior vice-president of the 
publications division of the Mc- 
Graw-Hill Pub- 
lishing Co., when 
the latter leaves 
New York to be- 
come assistant 
publisher of the 
Cincinnati En- 
quirer. 

In his new po- 
sition Mr. Mont- 
gomery will co- 
ordinate the ac- 
tivities of 25 pub- 
lications instead 
of one. 

“No one man is smart enough to 
know how to operate 25 publica- 
tions,” he told AA last week. “A 
publishing business to be success- 


Paul Montgomery 


ful has to be a tremendous team 
operation.” 

The success of Business Week 
he attributes entirely to “the high- 
ly integrated team work of its 
editorial, circulation, research, ad- 
vertising and promotional staffs.” 
He does not believe that any pub- 
lishing venture has ever succeeded 
without this essential ingredient 
of team work. He concedes, how- 
ever, that a publisher is better able 
to inspire team work if he, him- 
self, is versatile and encourages 
new ideas. 


a Though somewhat loath to dis- 
cuss “the personal angle,” his own 
career exemplifies this; for Paul 
Montgomery is a man of multiple 
interests and varied experience. 
In his college days he was some- 
thing of a jack-of-all trades. Since 
then, he has been successful as a 


S 
Have you a one‘ 


The easiest advertising medium to sell 
an advertiser is the one he sees in his 
home. Sometimes, the hardest is the 
one neither he nor his friends ever see. 

Psychologically and emotionally the 
readers of TRUE CONFESSIONS are 
across the tracks from most advertis- 
ing executives. But economically they 
are on both sides and are a whale-size 
market for mass-distributed products. 

If you think you can reach them 
through the women’s service maga- 
zines or the weeklies, Dr. Starch claims 
you’re wrong. For according to his 
Consumer Magazine Report only about 
5% of the readers of these mazagines 
ever see TRUE CONFESSIONS. 

To understand this different market 
—this separate market of millions of 
young married women who prefer ro- 
mance magazines above all other read- 
ing matter—requires special study and 
analysis. Don’t let your media con- 
cepts stay on one side of the market— 


TRUE CONFESSIONS offers you 


€ 
yt 


more than 1,500,000 active young 
women, mostly married, in families 
who are riding high on the greatest 
wage scale in the country’s history. 
Forget about on which side of the 
tracks people live—the gravy train 
goes right down Main Street today. 
TRUE CONFESSIONS will help 
you reach a big share of these—and 
only by the addition of this type of 
magazine can you do a complete job 
of selling. They just don’t happen to 
like the sort of magazine on your liv- 
ing room table, but bless °em they buy 
TRUE CONFESSIONS voluntarily 
month after month (98 per cent news- 
stand circulation), year after year. 
They are young—emotional—malle- 
able—experimenting with their new 
job of housewifing. Your advertising 
will help them make up their mind— 
to use your product. 
Yes, that gravy train is high-balling 
down the middle. Are you on just 
one side—or both? 


C - 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bristol-Myers Company 
California Packing Corp. (Del Monte) 


Johnson & Johnson 


Advertising Age, April 17, 1959 


newspaper reporter, as an adver- 
tising salesman, as an agency man, 
and as the advertising manager of 
two outstanding magazines: the 
American Home and Business 
Week. 

A native of Decatur, Ill., he was 
graduated in 1913 from James 
Millikin University. A cub reporter 
on the local newspaper during 
vacations, he earned extra money 
helping the advertising manager of 


a small chain of men’s wear stores, : 


He learned the rudiments of copy- 
writing and the details of produc- 
tion. After having written a few 
ads and seen them in print, he 
decided that advertising was the 
career for him. 

After leaving college, he became 
a full-time reporter on the Decatur 
Daily Herald, but soon wrote a 
letter to the late Frank S. Cunning. 
ham, then advertising manager, 
and later president of Butler Bros, 
in Chicago. As a result of that 
letter, young Montgomery went to 
Chicago and became a member of 
Butler Bros.’ advertising staff. 


ws This led to a variety of exper- 
iences in virtually all phases of ad- 
vertising work, which culminated 
soon after World War I, with Mont- 
gomery, who had left Butler Bros. 
for greener ,pastures, as a space 
salesman on Child Life, a monthly 
magazine that was then published 
by Rand McNally. 

With the advent of war, Mont- 
gomery went to officers training 
school, and eventually became 


captain of a battery in the 332nd _ 


Field Artillery. 

After the war he came to New 
York for Rand McNally, and a 
few years later joined the Conde 
Nast organization as an advertis- 
ing salesman on Vogue. 


@ In June, 1928, he was appointed 
advertising manager of the Amer- 
ican Home, the first issue of which 
was published in October of that 
year. He directed the advertising 
affairs of the magazine during the 
first four and a half years of its 
history, and then joined the Phila- 
delphia office of N. W. Ayer & 
Son as a new-business man, 

He looks back upon that period 
as a rigorous but fruitful exper- 
ience, and as something of a pre- 
paration for the difficulties he was 
later to encounter in the field of 
business publications. For in the 
long years of the great depression, 
getting new business required 
creative salesmanship of a super- 
lative type. 

The fact that Montgomery was 
able to develop new business 
speaks for itself. It also explains 
why, in 1934, when Dwight Mills 
resigned as manager of Business 
Week, the management of Mc- 
Graw-Hill invited Montgomery to 
take over the job of managing the 
publication. 


a It was not too tempting an offer 
but it was a challenge. The weekly 
in those days carried only 500 
pages of advertising a year, or 
something less than 10 pages an 
issue. In 1949, it carried 3,511 
pages, or slightly more than 67 
pages an issue. In addition, the 
rates have advanced from $815 a 
page to $1,800, and the circulation 
has increased from 68,000 to 200,- 
000. 

Montgomery joined Business 
Week as eastern advertising man- 
ager with the understanding that 
he would be appointed manager at 
the end of the year. He received 
the appointment nine months later. 

In May, 1945, he was appointed 
publisher, and shortly afterward 
was elected a vice-president of the 


McGraw-Hill Publishing Co. Three — 


years ago he was elected to the 
board of directors. 


ain June, he and Mrs. Mont- 


gomery, who have one daughter, | 
Susan, will celebrate their 25th } 
wedding anniversary. For 18 years © 
of their married life they lived in | 
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Advertising Age, April 17, 1950 


suburban Westchester County, but 
now reside in New York. They 
spend their summers at Amagan- 
sett on the south shore of Long 
Island. 

There, Mr. Montgomery enjoys 
doing water colors, an art which 
he has practiced as something more 
than a hobby for a number of 
years. Several of his water colors 
have been hung in different ama- 
teur shows, notably at the Guild 
Hall in East Hampton, L. I. 

He also is an omniverous reader 
with a catholic taste that ranges 
from the “who-done-its” of Earle 
Stanley Gardner, through modern 
novels and biographies, to various 
pooks on business and economics 
with which he feels that the pub- 
lisher of Business Week should be 
acquainted. 


Surgical Advertiser 
Offers Free Photos 


Massillon Rubber Co., Massillon, 
O., manufacturer of surgical 
gloves, has a file of photographs of 
surgical operations which are 
available to other advertisers with- 
out charge for use in their ads de- 
picting surgical operations. The 
pictures are available through the 
company’s agency, the Scheel Ad- 
vertising Agency, 812 Huron Rd., 
Cleveland, 15. 

In explaining the offer, Carl 
Scheel, head of the agency, said, 
“Innumerable times in surgical, 
medical, industrial and general ad- 
vertising an idea is used center- 
ing around a surgeon and the im- 
portance of his work. Very often 
these illustrations are so obviously 
posed that it hardly requires an 
experienced practitioner to dis- 
cover the flaws.” 

The illustrations provided by 
Massillon Rubber Co. include its 
trademark “Matex” on the gloves, 
and the photographs are furnished 
to other advertisers with the un- 
derstanding that it not be removed 
by retouching. 


Rayner Drops Printed Ad Daily; 
Will Use Facsimile 


Advertising Daily, New York, 
has discontinued its printed pub- 
lication and will rebate the unused 
portion of the $2 subscription fee. 
The publication will go ahead with 
plans to deliver the news to agen- 
cies and advertisers by facsimile, 
E. C. Rayner, publisher, said. 

The project will start in 90 
days, he added, but he declined to 
say how many offices would get it, 
what the cost to them would be, 
or how the placing of receivers 
would be arranged. 


Douglas Appoints JWT 


Douglas Aircraft Co. Santa 
Monica, Cal., has appointed the 
international department of J. 
Walter Thompson Co. to handle 
its international advertising. The 
Los Angeles office of JWT has 
produced domestic advertising for 

for many years. 


Kingston Joins Shannon 


Richard H. Kingston Jr., for- 
merly with Standard Brands, has 
joined the New York sales staff 
of Shannon & Associates, newspa- 
per representatives. e 


If you have | YOUNG | 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
with [YOUNG| ideas... 
BUY COSMOPOLITAN 


Amerea’s Most Exciting Magazine 


$1 


completely blankets thesem 


16 metropolitan markets’ 


7 ee 


ingtong) HAR 
New Britai 


@ Middletown 


Many other markets 
between and beyond 


Represented Nationally by NBC Spot Sales 


Why 


A GENERAL ELECTRIC STATION 


*HOOPER SURVEY, JANUARY, 1950 


Metropolitan population of 16 Market Area— 1,247,000 (Approxi- 
mately the same as Baltimore's Metropolitan Area). 


Retail trading zone population of the 16 Markets numbers 1,843,556 
(Source: Audit Bureau of Circulations). 
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Hudson Pulp & Paper 
Gives Three Promotions 


Hudson Pulp & Paper Corp., 
New York, has appointed Richard 
C. Staelin, formerly a member of 
the advertising department, as ad- 
vertising and sales promotion 
manager for all of its paper nap- 
kins and household paper prod- 
ucts. 

Alfred W. Aron, previously in 
charge of jobber distribution in 
New York, has been made sales 
manager of the kraft division. Ir- 
win A. Zuckerman, formerly as- 
sistant to the vice-president, has 
been named sales manager of the 
tissue division covering resale 
products. 


WNBT Listeners 
Offered Prizes to 
‘Spot the Sponsor’ 


New YorK—All broadcast sta- 
tions try to keep their listeners hep 
on the subject of sponsor identifi- 
cation, but WNBT—NBC’s key TV 
station—is making a special effort 
in that direction. 

In a new series, “Spot the Spon- 
sor,” which starts today (April 17), 
WNBT offers $100 daily to viewers 
who identify a sponsor. The plan 
is to have several sponsors’ prod- 
ucts showcased in a single one- 
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minute film. After televising the 
complete spot, it will be repeated, 
omitting one of the products 
from the lineup. The first person 
to call the station and identify 
the “missing product” receives $25. 
This process will be repeated sev- 
eral times throughout the day. 

Products lined up for the series, 
aesigned to interest new adver- 
tisers in TV, include Snow Crop 
orange juice, Savarin coffee, Del- 
Rich margarine, Old Dutch clean- 
ser, Swift’s peanut butter, Derby 
Foods, Pepsi-Cola, Ward’s Tip-Top 
bread, SOS cleaning pads and 7- 
Minute mix. 


Weisteld Gets Promotion 


Ray-Hirsch Co., New York, has 
promoted Irving Weisfeld from 
production manager to vice-pres- 
ident in charge of production. 


Johnstone Agency to Move 

Johnstone & Cushing, New York, 
will move from 155 E. 44th St. to 
292 Madison Ave. on May 1. 


Salesmen of Day’s 
Tailor-d Clothes 
Are Ad Salesmen 


Tacoma, WasH.—A merchandis- 
ing campaign that puts a manufac- 
turer’s salesmen to work selling 
retail advertising for its dealers 
has been opened by Day’s Tailor-d 
Clothing Inc. 

Day’s is a 50-year-old company 
selling trousers from Kansas to the 
Pacific. Its line is promoted as “the 
West’s largest-selling trousers.” 

In this campaign, awards are 
made to Day’s salesmen on the 
basis of three factors: (1) the 
number of newspaper advertise- 
ments to be run and paid for by 
dealers; (2) sales of Day’s San 
Juan slacks, the company’s top 
quality line; and (3) dollar vol- 
ume for all Day’s products. Quotas 
are set up for individual salesmen 
in each category. The categories 


the nation’s largest fa 
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STORE NAME 


SELL ADS—Salesmen for Day's Tailor-d 

Clothing inc. in the West take retailers’ 

orders for such ad copy as this and 
send the order to local newspapers. 


have equal emphasis in the awards. 

The size of advertisement sold 
does not enter into the contest. 
For simplicity, the number of ad- 
vertisements, rather than linage, 
counts. 


ws In approaching a dealer, Day’s 
salesmen first stress the principle 
of promoting national brand mer- 
chandise. Then they discuss adver- 
tising to feature national brand 
merchandise: : 

As a tool in the campaign, Day’s 
gives each dealer an advertising 
brochure reproducing one, two 
and three-column newspaper ads, 
point of sale material, statement 
stuffers, radio copy and outdoor 
posters. 

Salesman and dealer go through 
the set of newspaper advertise- 
ments and pick out the product 
and the ad the dealer wants to 
feature. Then the salesman writes 
up the advertising order just like 
a merchandising order. He fills out 
a form that specifies the item to be 
promoted, the mat to be used, the 
date scheduled and the newspaper. 


a One copy is left with the dealer; 
a second is kept by the salesman; 
a third goes to factory headquar- 
ters. Day’s then writes to the ad- 
vertising manager of the news- 
paper, encloses the mat the dealer 
chose and tells the newspaper that 
the dealer has scheduled the ad 
for a specified date. Day’s makes 
clear that this is local advertising, 
to be paid by the dealer, and sug- 
gests that the newspaper follow 
through. The company also en- 
closes the advertising brochure to 
show other mat possibilities. 

At the same time, Day’s writes 
to the dealer, giving him a pat on 
the back and assuring him that the 
goods he has ordered to go along 
with the promotion will have pri- 
ority in handling, thus guarantee- 
ing that he will have the merchan- 
dise in advance of his promotion. 


a “Before the campaign opened,” 
Norman Runions, Day’s advertis- 
ing manager told AA, “Day’s called 
in its salesmen and laid before 
them a series of case histories 
showing how individual dealers 
had built up their dollar volume 
through advertising. Salesmen, who 
receive a commission, were quick 


to see that time spent with the © 


dealer on ‘advertising would put 
money in the salesman’s pocket 
when the dealer reordered mer- 
chandise. 

“Advertising is a product and we 


sell it as such, just like trousers. — 


We crystalize this in the sales- 
man’s mind by having him sell 
advertising and feel the results in 
his pay check.” 

Robert Sconce, Advertising, han- 
dles Day’s account. 


Emerson Moves to NBC 


The Faye Emerson telecast, 


sponsored by Arnold Bakeries, 
Port Chester, N. Y., through Benton 
& Bowles, will be seen on NBC-TV 
starting April 22 at 10:30 p.m, 


EST. The 15-minute show formerly 


was a CBS-TV feature. 
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Agencies Placed 


More Business 
Space in 1949 


CuIcacoO—An annual tabulation 
by Industrial Marketing shows 
that 525 agencies placed 406,166 
pages of advertising in business 
papers during 1949, a 4.1% gain 
over the 390,178 pages placed by 
these same agencies in 1948. 

The gain was exactly the same 
as the 4.1% annual increase 
achieved in 1948 by 541 agencies 
who reported for both 1948 and 
1947. Adding 55 agencies who re- 
ported 1949 but not 1948 page vol- 
ume, the tabulation lists 580 agen- 
cies placing a total of 417,194 
pages in 1949. 


a The 25 leading agencies lost 
ground, placing 153,893 pages in 
1949, compared with 155,545 pages 
in 1948—a drop of 1.07%. 

J. Walter Thompson Co. re- 
mained in first place, but volume 
dropped 1.7% from 17,222 pages in 
48 to 16,932 pages in 49. 

Fuller & Smith & Ross, continu- 
ing second, showed a 3.2% drop 
from 16,933 to 16,398 pages. 

Batten, Barton, Durstine & Os- 
born was third, with a gain of 
3.9% from 15,127 to 15,732 pages. 


s Leading agencies and number of 


pages placed: 

1949 Pages Pages 
Rank 1949 1948 
1 J. Walter Thompson ...... 16,932 17,222 


2 Fuller & Smith & Ross .... 16 


Durstine & Osborn 15,732 15,127 
OG, G Baked 2. ccccccce 10, 9,657 
5 The Buchen Co. .......... 8, 8,441 
6 McCann-Erickson, Inc. .... 6,199 7,790 
7 Albert Frank- 

Guenther Law, Inc. .... 6,093 5,883 
8 Foote, Cone & Belding ... 5,396 4,107 
9 Griswold-Eshieman Co. ... 5,104 6,009 
10 MacManus, John & 

PE EE. ocd vcccece 4,693 4,417 
11 James Thomas 

(a 4,597 5,101 

12 Cockfield, Brown & Co. Ltd.. 4,592 4,922 
13 MacLaren Advertising q 

a ere ree 4,552 4,167 
14 Klau-Van Pietersom-Dunlap 

Associates, Inc. ...+.... 4,539 4,327 
15 Sutherland-Abbott ........ 4,443 4,847 
16 Meldrum & Fewsmith, Inc. 4,279 4,464 
17 Russell T. Gray, Inc. 4,231 3,662 
18 Gray & Rogers .......... 3,614 3,627 

19 Horton-Noyes Co. ........ 595 3,719 
20 Charles W. Hoyt Co., Inc. 3,468 3,587 
21 Compton Advertising, Inc. 3,463 3,117 
22 Walker Downing ...... 3,443 3,983 
23 Cunningham & Walsh, Inc.'. 3,421 4,449 
24 Campbell-Ewald Co. ...... 3,333 2,698 
25 McCarty Co., The ........ 3, 3,289 


Total pages placed by 
top 25 agencies 


‘Formerly Newell-Emmett 


Pond and Lamont, Corliss 
Item Reversed Agencies 


In a story in the April 3 issue re- 
lating to plans for the separation 
of Pond’s Extract Co. and Lamont, 
Corliss & Co., the agencies as- 
signed to Pond’s and Lamont, 
which will continue under the new 
setup, were reversed. 

Lamont, Corliss (Nestle’s choco- 
late products) is handled by Cecil 
& Presbrey; J. Walter Thompson 
Co. handles Pond’s. 


Will Sponsor Cub TV Games 


Peter Hand Brewery Co., Chi- 
cago brewer of Meister Brau beer, 
for the second consecutive year has 
Signed to sponsor the WGN-TV 
telecast of Chicago Cub home 
games. The station reportedly paid 
$30,000 for non-exclusive rights. 
Station WBKB, Chicago, also will 
carry the games under sponsorship 
of the Chrysler dealers of Chicago 
and Atlas Prager beer, made by 
Atlas Brewing Co., Chicago. 


Hudson Dealers to McCreery 


Walter McCreery Inc., San Fran-|_ 


cisco, has been appointed to handle 
the advertising of Hudson Motor 
Car Dealers of northern California, 
Oregon and Washington. News- 
Papers, spot radio and direct mail 
will be used. 


Simpson-Reilly Moves 


The San Francisco office of 
Simpson-Reilly Ltd., publishers’ 
Tepresentative, has been moved to 
703 Market St. 


Expands Distribution Service 


Mackenzie & Harris Inc., San 
Francisco, has made arrangements 
with Western Newspaper Union 
and its subsidiary, the Harry W. 
Brintnall Co., to be representatives 
and distributors of the complete 
line of M & H type and allied prod- 
ucts. The companies will carry ex- 
tensive stock supplies for immedi- 
ate delivery in their principal 
western branch offices. 


Cyclotherm Appoints Mann 


William W. Mann has been ap- 
pointed advertising director of Cy- 
clotherm Corp., New York, manu- 
facturer of steam generators. The 
company, through Diener & Dors- 
kind, New York, plans to launch 
a national campaign, using news- 
papers and trade publications. 


McCarney Moves NY Office 


R. W. McCarney Co., publishers’ 
representative, has moved its New 
York office to 512 Fifth Ave. 


Hardware Dealer 
Pulls in Customers 
with Cartoon Book 


Gisson City, ILt.—Russ John- 
son, who runs the F. P. Johnson 
Co., a local hardware and appliance 
store, is an amateur cartoonist. 

And since his cartoons appear 
in each issue of The Sporting 
News, citizens of Gibson City re- 
spect his artistic as well as his 
business talents. 

But they were pleasantly sur- 
prised when he combined them in 
a 16-page, digest size promotion 
piece called “The Thursday Even- 
ing Post.” 


s The “Post” is loaded with car- 
toons, and each cartoon is loaded 
with product “sell.” Mr. Johnson 
designed the sketches so that they 
would deftly highlight sales fea- 


tures and prices. 

The response, judging from the 
way: the cash register has been 
ringing, has been very satisfying. 


FC&B Adds Two to Statf 


William Hawksley, formerly 
with McCann-Erickson, and Doris 
L. Craig have joined the art de- 
partment and copy staff, respec- 
tively of Foote, Cone & Belding, 
San Francisco. 


josam Names Selman V. P. 


Sadye R. Selman, advertising 
manager, has been named vice 
president in charge of advertising 
of Josam Mfg. Co., Cleveland 
plumbing drainage specialties. 


Hendrick Appoints Deigh 

John Deigh has been appointedig 
art and production director of 
Hendrick Advertising Agency, De 
troit. 


America’s 


FOREMOST 
| TOY TRADE 


Magatine . 


DY PUBLISHING 
71 W. 23rd N.Y. 10 


Aided by an advertising campaign in GRIT one Dog 
Food has established this gratifying lead in the GRIT 
True Small Town Market. Today this brand is bought 
by more than 70,000 GRIT families. 


In many other cases GRIT-reading families 
a | demonstrate a high response to brands of products 
advertised in GRIT. For example: A Beverage, up 28% 

over nearest competitor—a Margarine, 76% increase in sales 
—another Grocery Product maintains $773,000 sales volume. 


Every week, three million GRIT readers, in 16,000 True Small 
Towns, show their preference for GRIT . . . together with an 
obvious loyalty to products advertised in GRIT.* 


Larger than average, GRIT families enjoy steady employment, 
spendable income. 77% buy Cake Flour, 94% buy Coffee, 95% buy 
Shortening, 92% buy Hot Cereals, 95% buy Table Salt, 

99% buy Soap for Home Laundering. 


GRIT sells for its Advertisers . . . it can sell for you! 


More Sales 


than any other brand 
for one Dog Food Advertised in GRIT 


—with more than 600,000 Circulation 
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Stock Appointed A. M. 


Fred A. Stock has been ap- 
pointed advertising manager of 
Canadian Canners Ltd., Hamilton, 
Ont. He joined the organization in 
1937 and has been in the sales pro- 
motion and advertising depart- 
ment since 1945, when he returned 
from duty with the Royal Canadian 
Air Force. 


Arch Kirkwood Appointed 


Arch B. Kirkwood Jr. has been 
mamed general sales manager of 
American Lubricants Inc., Buf- 
falo, N. Y., succeeding Thomas J. 
O’Rourke, resigned. 


ap pee eee a oe ee ee 


Bourjois Starts Campaign 


Bourjois Inc., New York, is 
featuring its full line of toiletries 
in Cosmopolitan, Good Housekeep- 
ing, Harper’s Bazaar, Ladies’ Home 
Journal, Life, Modern Screen, 
Photoplay, True Confessions, and 
True Story. Ads will run through 
June and resume in September for 
the remainder of the year. Foote, 
Cone & Belding, New York, is the 
agency. 


Hutzler Named President 
Herman Hutzler of Hutzler Ad- 

vertising Agency, Dayton, O., has 

been appointed president of the 


southern Ohio chapter of the Am- 


LEADERS IN 


tterli 


LITHOGRAPHY FOR MORE THAN A CENTURY 


< 


erican Association of Advertising 
Agencies. Other officers include: 
Robert P. Marsh of Compton Ad- 
vertising, Cincinnati, vice-presi- 
dent, and William H. Ford of Hugo 
Wagenseil & Associates, Dayton, 
secretary-treasurer. 


Good to ‘Pacific Drug’ 

Pacific Drug Review, Portland, 
Ore., has appointed Arthur Mor- 
ton Good & Co., New York, as 
| eastern seaboard representative. 


nus 


TAKES THE CAKE—As his reward for being first to sign up a new advertiser during 

March, Jim Fuller (right), sales representative for McCall's, received an angel cake 

from Otis Lee Wiese, editor and publisher. The cake is a duplicate of the one pictured 
on the front cover of the magazine’s March issue. 


Colton Elects Mossman Joins Inland Daily Press 

Alexander H. Mossman, vice-|} The St. Francois County Journal, 
president of Wendell P. Colton Co.,|Flat River, Mo., has been elected 
New York agency, has been made a|to membership’ in the Inland Daily 
member of the board of directors. | Press Association. 


Fundamental to the success of an 


uct—found, in a recent test mailin 
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350 E.22nd ST. 
CHICAGO 16, 1LL. 
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98.4% Accuracy of Donnelley ‘Occupant list” 
Makes Couponing-by-Mail Pay Off! 


direct-by-mail 

sales effort is an accurate list of potential pros- 
ts. And that is exactly what many clients are 
ding in the Donnelley “Occupant List.” 

One client—with an established household prod- 
to this list, 
that he was able to up his sales 18%! Another— 
with a relative new product in its field—upped 
his sales an amazing 42%! 

A primary factor in obtaining these outstand- 
ing results is the high degree of accuracy found in 
the Donnelley “Occupant List”—98.4% on a 
nation-wide basis! Over 35 Million Addresses 
Are Available on this List, which has cost well 
over a million dollars to compile, and on which ad- 
ditional money is being expended every day, to 
maintain the high degree of accuracy for which 
this list is noted. Don’t let these big figures scare 

ou, however! The cost to you for using this list 
is a small fraction of its original cost. 

The successful use of the Donnelley “Occupant 
List” by manufacturers of food items, household 
products, cosmetics and other lines, warrants a 
small expenditure on your part to determine if 
you can enjoy the same results with this quick- 


H. DONNELLEY CORPORATION 


< 


roducing medium. You can make a test anywhere 
in the nation. Any city, any neighborhood in a 
city, any town, hamlet or rural route can be 
reached with our “Occupant List” . . . the most 
complete and accurate mailing list ever compiled! 

Get in touch with your nearest Donnelley 
office and learn more P tow how couponing-by- 
mail might be just the sales stimulus you have 
been iokine for. 


Other Donnelley Services Include: 


® Dealer Help Mailings—including planning, 
supplying of mailing lists, printing, dealer im- 
printing, addressing, scheduling and mailing. 
*® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
major contests, i 
® Mail-Away-Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 

® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 


727 VENICE BLVD. — 
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Hamilton Beach to 
Spend $100,000 on 
Big Spring Drive 


Racing, Wis.—Hamilton Beach 
Co., division of Scovill Mfg. Co., 
will spend more than $100,000 this 
spring to promote both its regular 
mixer and new Mixette. It will be 
the biggest spring campaign in the 
company’s history. 

The drive got under way with 
half-page two-coior ads in Better 
Homes & Gardens, Ladies’ Home 
Journal, The Saturday Evening 
Post and Successful Farming dur- 
ing March. Similar ads will run 
in the same publications during 
April and May. 


@ Three 100-line ads are sched- 
uled in each of the following pub- 
lications during the campaign: 
The American Weekly, House 
Beautiful, Today’s Woman, True 
Story and Woman’s Day. Also 
scheduled are three one-sixth 
pages in Living for Young Home- 
makers and two quarter-pages in 
Modern Bride. 

Trade promotion will be han- 
dled through ads placed in Elec- 
trical Dealer, Electrical Merchan- 
dising, House Furnishing Review 
and Jewelers’ Circular-Keystone. 
In addition, promotional and dis- 
play material will be made avail- 
able to dealers. 

The company is continuing its 
campaign aimed at home econo- 
mists with monthly insertions in 
What’s New in Home Economics. 

Erwin, Wasey & Co., Chicago, is 
the agency. 


New Adclub Elects Officers 


Sidney Tyler, manager of Ray- 
Allen Inc., has been elected pres- 
ident of the newly organized Ad- 
vertising Club-of Clearwater, Fla. 
Other officers are: Earl Myers, 
of Dave Price Realty, vice-pres- 
ident; Mrs. Gladys Heath, publicity 
director of Marine Gardens, sec- 
retary, and Mrs. Elbert Waterson, 
advertising manager of the Dun- 
edin Times, treasurer. 


Sales Unlimited Moves 


Sales Unlimited Inc., Beverly 
Hills, Cal., marketing service and 
public relations and distribution 
consultant, has moved its offices 
to 9003 Wilshire Blvd. The organ- 
ization is headed by Richard A. 
Dick, formerly vice-president in 
charge of public relations and ad- 
vertising for Western Air Lines. 


Mueller Joins Brunhoff 

Clifford B. Mueller Jr., formerly 
general sales manager of the 
Schaible Co. and its D. T. Williams 
Valve Co. division, Cleveland, has 
been appointed general sales man- 
ager of the Brunhoff Mfg. Co., Cin- 
cinnati, display and _ specialties 
manufacturer. 


BILLION DOLLARS 


IN WORLD TRADE 


Are you getting a share of this 
highly profitable business? 


UNITED NATIONS WORLD 
places your product before the 
men who do the buying for the 
markets of the world... the 


men who have more than 
$60,000,000,000 to spend. 


Write today on your letterhead 
for sample copy and rate card. 


UNITED NATIONS WORLD 


The International Magazine 
319 E. 44th St., New York 17, N. Y. 
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GETS JOURNALISM AWARD—Alfred M. 
Staehle, (left), vice-president of McGraw- 
Hill Publishing Co. and publisher of Fac- 
tory Management and Maintenance, En- 
gineering & Mining Journal and Coal 
Age, receives a Tau Beta Pi key from 
Martin S. French, president of the Colo- 
rado Alpha chapter, for his work in the 
field of technical journalism. 


Visking Expands 
Frankfurter and 
Weiner Promotion 


CuicaGo—Visking Corp. will ex- 
pand its promotion program for 
skinless frankfurters and weiners 
in 1950, using 88 newspapers in 
major markets, plus two maga- 
zines. The program will begin May 
21 with the first of six insertions, 
and will end on Oct. 22. 

The heaviest coverage in the 
company’s history will be accom- 
plished through Metropolitan Sun- 
day Comics Group, Puck—the 
Comic Weekly and major inde- 
pendent newspapers, Family Circle 
and Woman’s Day. Insertions will 
range from 1/3-pages in standard 
comic sections to half-pages in 
tabloid comics and half and 2/3- 
pages in the two magazines. Each 
ad will present the Tender Family, 
featuring Franky and Weeny. * 


a Six grocery trade papers and 
two packer publications are sched- 
uled to support this consumer pro- 
gram. The trade papers are Chain 
Store Age, Independent Grocer- 
gram, Meat Merchandising, Na- 
tional Grocer’s Bulletin, Progres- 
sive Grocer and Supermarket Mer- 
chandising. The packer publica- 
tions are Meat and National Pro- 
visioner. ; 

Visking reports that the 1950 
program has been so well received 
by dealers that it expects retail 
tie-ins to exceed last year’s total 
of 1,100,000 lines. In 1949 more 
than 300 packers cooperated by 
using newspapers, radio, posters, 
car cards, television and point of 
sale material to support Visking’s 
national promotion in their own 
territory. 

Weiss & Geller Inc. here is the 
agency. 

Incidentally, there is a difference 
between frankfurters and wieners, 
according to Webster’s, which de- 
scribes the latter as “shorter and 
more slender than a frankfurter.” 
However, Visking Corp. says that 
no matter what you call ’em—hot 
dogs, franks, coneys, wieners, 
weiners or frankfurters—the dif- 
ference is mainly academic. It 
uses both “wieners” and “frank- 
furters” in its copy because they 
are used most widely by the public. 


Packaged Dinners Added 


La Choy Food Products, Arch- 
bold, O., division of Beatrice Foods 
Co., has added a chicken chow 
mein dinner and a beef chop suey 
dinner to its line of Chinese foods. 
The products are packaged in car- 
tons with a standard design. 


Spring Catalog Issued 


_ Montgomery Ward & Co. has 

issued its annual spring catalog. 

The 228-page book features garden 

equipment, clothing and home fur- 
gs. 


Promotes French Auto 


City of Paris, San Francisco de- 
partment store, is advertising a 
special plan for purchase of auto- 
mobiles in France by Americans 
touring Europe this year. News- 
paper space is being used to pro- 
mote placing of orders for the 1950 
Peugeot. According to the ads, the 
continental traveler can take de- 
livery of the car when he arrives 
in France. “Pay for it in American 
currency in this country, and when 
you are ready to return, ship it 
back to the U. S. or resell it in 


Europe and receive payment in 
American dollars,” suggests the 
copy. 


Stetson Names Kaesshaeter 


Charles C. Kaesshaefer, vice- 
president of the Stetson division of 
John B. Stetson Co., Philadelphia, 
has been appointed to the newly 
created position of general man- 
ager of that division in charge of 
advertising, merchandising and 
sales. Charles V. Molesworth, vice- 
president in charge of manufactur- 
ing, has resigned. 


Sponsors Western Film Series 


Ellis Brooks Motors, Hudson 
dealer, is sponsoring a series of 
western films, produced expressly 
for television, over KGO-TV, San 
Francisco. Bill Vernor Advertising 
Agency handles the account. 


Booth Fisheries Ups Gage 

Rex T. Gage, district manager 
of the Missouri River division, has 
been appointed general sales man- 
ager of Booth Fisheries Corp., Chi- 
cago. He succeeds James A. Eding- 
ton, who has resigned. 
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Seagram Names McCarthy 


John R. McCarthy, in charge of 
sales training, personnel and mar- 
ket analysis, has been named na- 
tional coordinator of hotel- and 
club operations for Seagram-Dis- 
tillers Corp., New York. 


To DiMarco-Von Loewenfeldt 
Stephen DiMarco has joined Di- 

Marco-Von Loewenfeldt Associates, 

San Francisco, as an account ex- 

ecutive. He was formerly in de- 

— store advertising in New 
ork. 


Late teen-age. Suddenly 
she’s serious about her beau. 


She picks silver patterns, 


considers thdes glass, | | 


linens. Her hope chest is 


a growing treasure house. ' 


seek its advice. 


SEVENTEEN is “must” reading 


for these planners and buyers. 


Each month millions of girls 


You can advise 


them too, inexpensively, in 


SEVENTEEN © 
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New YorK—A definite effort is 
being made by suppliers to in- 
crease the efficiency and reduce 
the cost of distribution, according 
to Stuart F. Heinritz, editor of 
Purchasing, a Conover-Mast pub- 
lication which has just made a re- 
cent poll of 1,000 industrial pur- 
chasing agents. 

“Improvement in the distribu- 
tion system has become a major 
problem for American business,” 
Mr. Heinritz says. “Industry’s in- 
creasing awareness of that fact was 
recently highlighted by the state- 
ment of SKF’s president, William 
L. Batt, who said, ‘The next 50 
years may go down in history as 
the Age of Distribution.’ ” 


® Purchasing executives were 
asked by the publication for their 
opinions on current developments 
in distribution. 

Of the 330 replies tabulated, 
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Purchasing Agents Say Industrial Selling 
Costs Are Too High—But Are Coming Down 


68% said they have noticed a defi- 
nite effort on the part of suppliers 
to increase the efficiency and re- 
duce the cost of distribution. A 
total of 81% said suppliers in their 
areas are increasing warehouse 
facilities for better distribution. 
A little more than half (52%) 
said the selling cost of industrial 
products is unnecessarily high. 


A total of 54% said they were 
being solicited by suppliers operat- 
ing beyond their natural or eco- 
nomical marketing areas. 

Improved and simplified pack- 
aging was held to be a basic need 
by 89%. Less than half, or 43%, 
reported that suppliers have sought 
their cooperation toward elimin- 
ating the small order problem. 
Government regulations on trade 
seriously increase distribution 
costs, according to 60% of the pur- 
chasing men. 


cee toe _ 4 


Community Chest Ups James 


Sylvia James, a member of the 
ublic relations department of the 
hiladelphia Community Chest, has 

been promoted to director of the 
radio and television division of 
the organization. 


Rolley & Reynolds Named 

Atlantic City Steel Pier Co., At- 
lantic City, N. J., has appointed 
Rolley & Reynolds, Atlantic City, 
to direct its account. Consumer 
— and radio will be 
used, 
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Proctor to Mechanical Man 


Jim Proctor, formerly with Ben- 
ton & Bowles and Birds Eye- 
Snider division of General Foods 
Corp., has been named account ex- 
ecutive of Mechanical Man Inc., 
New York, creator of animated 
figures for point of sale. 


Joins Kramlich & Rash 


Jerrie Smith has been appointed 
account executive of Kramlich & 
Rash Agency, Denver. She was for- 
merly publicity and advertising di- 
rector of the Tributa Studios. 


Branch Plant 


City & State 


Company Name 


Capital Rating-- 
Over $1 ,000 ,000 


Subscriber 
to STEEL 


Tractors 


Primary Metal 
Industries 


ction Castings 
Machine for Sal 

Shop or e 

Machinery 

Foundry (except 
Electrical ) 
Heat 
oe Painting, Production 
Forging Lacquering Welding 
Sheet Metal Maintenance 
Working Welding 


Our Continuing Census of Metalworking Plants 
always reflects the current market picture, 


because cards like the 


se are punched for 


every worthwhile metalworking plant with 


information gathered o 


ver many years and 


kept up-to-date by STEEL's "census bureau". 
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PR Group Elects Ofticers 


Brooks Darlington, San Fran- 
cisco public relations counsel, has 
been elected president of the Bay 
Area chapter of the Public Rela- 
tions Society of America. Albert 
G. Motsch has been named vice- 
president and Robert D. Ross, sec- 
retary-treasurer. 


Management Group to Meet 

The 23rd Pacific Coast Man- 
agement Conference will be held 
April 18-19 at the Claremont Ho- 
tel, Berkeley, Cal. 


Appoints Paltrowitz 

Leroy E. Paltrowitz, in charge 
of the advertising department since 
1941, has been named to the newly 
created position of advertising di- 
rector of the News-Times, Dan- 
bury, Conn., afternoon daily. 


Roberts Joins McKinsey 

Paul Roberts has joined Mc- 
Kinsey & Co., San Francisco, to di- 
rect sales and supervisory training. 
He has conducted his own training 
service in San Francisco for sev- 
eral years. 


Color Television to Get Test 

Color Television Inc., San Fran- 
cisco, will be given an official test 
by the Federal Communications 
Commission in San Francisco early 
in May, Arthur S. Matthews, CTI 
president, announced. 


Stebbins Names McKibbin 

Frank L. McKibbin, formerly as- 
sistant to the vice-president in 
charge of sales at Ben Hur Prod- 
ucts, Los Angeles, has been named 
a vice-president of Hal Stebbins 
Inc., Los Angeles agency. 


Store Charges Paper 
Refused Ads Because 
Competitors Said No 


JACKSONVILLE, FLta.—A _ $50,000 
damage suit has been filed against 
four large department stores here 
by Marlow White Inc., which 
charged that the four stores threat- 
ened to withdraw their advertising 
from the Florida Times-Union if 
the paper ran a White department 


ut 45,000 Me 


~enables #TEEL to give you the 
greatest- gUYING POWER coverage 


Our Continuing Census of Metalworking Plants gives us the information we 


need to direct your advertising to the right men in the right plants. 
New government census figures show that 12,297 plants employing 50 or 


more account for 92.2% of all metalworking business. 


of metalworking -- kept up-to-date continually -- mkes it possible for 
us to concentrate our coverage in these important metalworking plants. 


STEEL's effective coverage enables you to tell your product story to 
more of the right plants ... the plants with greatest buying power. 


But the tremendous buying power in these plants can be tapped only by 


reaching the r 


Engineering and Purchasing who influence all orders. 
four-lane highway to this important operating group. 


t+ men -- the top executives in Management, Production, 


STEEL gives you 4 
More than 100,000 


key metalworking men read STEEL regularly -- and they are the men re- 
sponsible for well over 90% of all metalworking business. 


Ask the man from STEEL to show you how readership in the r 
STEEL out in front in metalworking. You'll see additional proof that your 


greatest sales possibilities are in the plants STEEL enters every week! 


Find out what's happening in Metalworking 
and you'll keep STEEL first on your schedule. 


STEEL 


The Penton Publishing Company 


Cleveland 13, Ohio 


g Plants. 
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store ad. White claims the Times- 
Union had accepted money for 
the ad. 

The White organization pre- 
viously had filed another $50,000 
damage suit against the newspaper, 
alleging that the paper refused to 
run a full-page ad boosting a 
White sale, after threats from the 
other department stores. 

Defendants in the current action 
are the Rosenblum, Cohen, Furch- 
gott and Levy stores. 


Truck Rental Firm Names 2 

George A. Sloan has been named 
vice-president of the California 
Truck Rental Co., Los Angeles. 
Edith Reid Northrup, formerly in 
charge of sales promotion of Better 
Packages Inc., Shelton, Conn., and 
former editor of the house organ of 
McKesson & Robbins, has joined 
the company’s sales development 
and advertising department. 


Atwater Appoints Ross 

I. R. Ross, formerly a midwest-§ 
ern TV set distributor, has been 
named director of sales of Atwater 
Television Co., New York. 


the men who 
buy and build 


American Builder alone 
covers all 3 buying factors 
you must influence to sell the 
Light Construction Industry. 


For the complete sales effort i 
“Light Construction, America 
Builder provides a blanket cov 
erage of every worth-while Op) 
erative Builder, Contractof 
Builder, Trade Contractor, Retai 
Lumber Dealer and Buildingwam™ 
Supply Jobber in every trading 
center and every trading area. 
American Builder advertising 
plus American Builder Mailing 
Service does the job alone. 


For substantiating data 
and pertinent information see 
American Builder's 4-page 
Tell-All Unit, Section 19 of 
the current issue of 
Standard Rate and Data. 


AMERICAN BUILDER 
CIRCULATION 
The largest and most comprehen- 


sive in the field of residential, com- 
mercial and farm building. 


Contractors and Builders, 

all classes 51,230 

Architects and Engineers 1,977 

Lumber and Material 

Dealers, Jobbers 13,382 

Real Estate-Finance, 

Insurance 2,746 

Commercial and Industrial 

Organizations 2,374 

All Others 8,937 
TOTAL 80,646 


Note: American Builder circulation 97.4% in 
United States; 2.2%in Canada;0.4% Foreign. 


AMERICAN 7 
BUILDER — 


© 30 Church Street, New York 7, N.Y. , 


© 79 West Monroe Street, Chicago 3, II. 
A SIMMONS-BOAROMAN PUBLICATION 
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B8 
Greenwood to Manage WERI 


Warren Greenwood, formerly 
yrogram director of Station 
WMAS, Springfield, Mass., has 
aken over the management of 
Station WERI, Westerly, R. I. He 
is a member of the corporation 
which has purchased WERI. Of- 
ficers are: R. G. Moore, president; 
Mr. Greenwood, vice-president and 
general manager; Lee S. Green- 
wood, treasurer, and A. W. Warren, 
sorporation secretary and station 
orogram director. 


fonalds Appoints Reynolds 
John A. Reynolds has been ap- 
pointed in charge of media of Ron- 
alds Advertising Agency, Toronto. 
He was at one time in the media 
department of McKim Advertising. 


A NG 
VE. NEW YORK OFFICE: 
O1S 224 EAST 38TH ST. 
MONE 5ST2-7487 MURRAY HILL 7-647,7 


“| participation commercial on the| Harrison Joins Baker 


Blimp Will Herald Showing 
of British Automobiles 

Austin Motor Co. Ltd. (Eng- 
land), New York, will use a Doug- 
las Leigh blimp to announce the 
British Automobile and Motor 
Cycle Show scheduled in New York 
April 15-24 at Grand Central 
Palace. 

Austin will run announcement 
copy in Cue and The New Yorker, 
and will have space in metropol- 
itan newspapers. Spot announce- 
ments will be used in the “Ram- 
bling with Gambling” program 
over WOR, and single sheet posters 
in stations will cover the suburban 
area. J. M. Mathes Inc., New York, 


handles the account. 
GETS AAW CHARTER—C. A. Abbott (left), of Martin Drug Co., Tucson, presents a 
charter of membership in the Advertising Association of the West (as a junior 
Otis be pa oy See hia, is adclub) to Jack O'Keefe, president of the newly formed University of Arizona 
offering low-bu dget canal’ dvere Advertising Club. Mr. Abbott is associate vice-president of the AAW. Between them 
tiser ees for participating in is Robert R. Gros, Pacific Gas & Electric Co. The others (left to right) are J. Byron 
i A. tion’s “H i a PL McCormick, president of the university; Robert Nugent, vice-president; and Prof. 
o ome pe hed ay- Elwin G. Wood, faculty adviser and organizer of the club. 


house,” daytime film oe 
Each of four sponsors gets a 

— : Zenith Names Truesdell V. P. 
show; a product identification slide Richard Harrison, fomerly with} Leonard C. Truesdell, sales man- 
and mention during each of the| Cramer-Krasselt Co., Milwaukee! ager of household radio and tele- 
other participation commercials,| agency, has joined Jim Baker As- vision, has been named vice-pres- 
plus opening and closing slide|sociates, Milwaukee, as an account! ident in charge of household radio 
identification and audio credits. | executive. ‘for Zenith Radio Corp., Chicago. 


‘THEY GOT THE FACTS 
FROM FORBES 
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1 D/JONT KNOW THOSE 


BANNERS WERE LOADED/ 
(with Sales... that 8. sD 


AHA ope 


EXTRA FEATURES of the Skrip bottle are 
made the target of all eyes by the arrow 
in this striking 8-color display, created 
and produced by Forbes. It pays to display 
uniqueness. Sheaffer’s advertising agency 
is Russell M. Seeds Co. 


EXTRA SALES APPEAL is given to Kinsey 
Whiskies, Chesterfield Cigarettes and 
Pacquin’s Hand Cream by these colorful 
holiday gift packages, produced by Forbes. 
An increasingly popular idea. 


or 


a 


EXTRA VALUE is attached to Arm & Ham- 
mer and Cow Brand Baking Soda by the 
offer of these famous bird cards. Folks have 
been collecting these Forbes faithful re- 
productions of authentic paintings for 
more than 50 years. It’s wise to appeal to 
the collector’s instinct. Church & Dwight’s 
agency is J. Walter Thompson Co. 


FORBES FACTS give a lift to all printed mer- 
| chandising. These facts come from experi- 

ence, continuing studies and unique 

facilities in lithography, letterpress, web- 

gravure and die stamping under one-roof 

management control, Ask the Man from 
Forbes for more. 


Avoid that mistake. Tell your 

dealers to hire traffic cops when 

you put up banners that are impact- 
packed by the Facts from Forbes. 
Results are immediate, our clients say. 


FORBES LITHOGRAPH CO. \y 


NEW YORK + CLEVELAND » BOSTON «+ CHICAGO + ROCHESTER 


Leliers Marchandsing lmpact- 
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Borg-Erickson Will 
Push Bathroom Scale 
with Ads in Life 


CuicaGoO—Borg-Erickson Corp. 
has scheduled half-page color ads 
in Life for April 24 and May 22 
to promote its new bathroom scale. 

Featured in the ads will be the 
“binocular dial,” a magnifying 
glass covering the dial which 
makes the figures easily readable 
from eye level. 

Trade publication advertising 
will be concentrated in three pub- 
lications—Drug Topics, Hardware ] 
Retailer and House Furnishing Re- 
view. These ads will stress to deal- 
ers the pre-selling job that Borg- 
Erickson is doing with its Life ad- 
vertising. To supplement these ads 
the company plans a direct maii 
campaign aimed at 45,000 drug, 
hardware and department stores 
and more than 1,500 jobbers. 

Wallace-Ferry-Hanly Co. here 
handles the account. 


Appoints Cory Snow Agency 


Cory Snow Inc., Boston, has been 
retained to handle the advertising 
of MacDonald Metals Inc., Wor- 
cester, Mass., manufacturer of a 
stainless steel sponge for house- 
hold, commercial, industrial and 
marine use. The agency also has 
been named by Chisholm Indus- 
tries Inc., Lynn, Mass., manufac- 
turer of a new portable oil changer 
for automotive and marine en- 
gines. 


Stanley Shifts Officers 


Richard E. Pritchard, president 
since 1941, has been elected chair- 
man of the board of Stanley Works, 
New Britain, Conn. John C. Cairns, 
executive vice-president, has been 
named president. Stephen H. Cross, 
general manager of the Stanley 
Electric Tool division, has been ap- 
pointed vice-president, succeeding 
L. M. Knouse, who has resigned. 


Bramhall Names Layman 


Dan W. Layman Jr., formerly 
with Young & Rubicam, Holly- 
wood, has been appointed vice- 
president in charge of advertising 
and sales promotion of the Bram- 
hall Co., Pasadena, manufacturer 
of Unmask and other cosmetics. 


Miller Names Ratkowski 
Casey Ratkowski has been 


named assistant to Roy J. Ber- 
nier, director of public relations 
of Miller Brewing Co., Milwaukee. 


RINGS TRUE! 


years’ experience tells your 
story with authority. Convinc- 
ing copy for booklets, folders, 
journal advertisements and ar- ; 
ticles for publication. Direct 
mail or medical journal cam- 
paigns planned; comprehen- 
sive surveys of published 
literature. ; 


Write for descriptive folder. 


written by a physician with 28 | 


FREDERIC 


247 PARK AVE., NEW YORK 17 
Plaza 5-3638-39 
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All M.D.s to Be Listed in AMA Directory 


Cxicaco—The United States at 
the beginning of 1950 had one doc- 
tor for every 750 persons, accord- 
ing to figures compiled by the 
American Medical Association for 
the 18th edition of the American 
Medical Directory. This is the 
highest ratio in the world, the 
AMA said, except for Palestine, 
where an exceptionally high ratio 
exists because of an influx of refu- 
gee doctors. 

Next to the U. S., the largest 
supply of doctors in relation to 
population exists in Great Brit- 
ain, where latest available official 
figures show one doctor for every 
870 persons. Other countries in 
order are: Iceland, 890; Denmark, 
950; Canada and New Zealand, 
970 each. Other nations range 
from 1,100 to 25,000 persons per 
doctor, the latter situation exist- 
ing in China today. 


a The directory, which will be 
issued about June 1, lists 201,- 
278 doctors for an estimated U. S. 


How to get 
sales off — 
your chest* 


Top-drawer sales are quickly 
opened when you advertise in 
HOUSE BEAUTIFUL... because its 
560,000 subscribers (50,000 
retailers among them) are the 
most home-minded audience in 
the country! That’s why furni- 
ture advertisers, like most of 
America’s finest home furnish- 
ings manufacturers, year after 
year use more pages in HOUSE 
BEAUTIFUL than in any other 
magazine! 


* 
House Beautiful 


sells both 
sides of the counter 


population of 151,000,000. This 
compares with a total of 180,496 
doctors in 1942 and 154,500 in 
1930. 

The new directory will list the 
names, year of birth, medical 
school and year of . graduation, 
specialty (if any), and addresses 
of physicians in Canada, the U.S., 
and the U. S. dependencies and 
territories. 


Joins ‘American Builder’ 
Arthur M. Bruninga, formerly 
advertising manager of Midwest 
Mfg. Co., Galesburg, Ill., which 
was recently purchased by Admi- 
ral Corp., has joined the sales staff 
of American Builder, Chicago, a 
Simmons-Boardman publication. 


Textile-Kraft Boosts Heyden 

Harold F. Heyden, a salesman 
for the Textile-Kraft Products Co., 
Milwaukee, has been named sales 
manager. 


Appoints Flagler Agency 
Flagler Advertising, Buffalo, has 
been named to handle the United 
States and Canada advertising for 
the Associated Bulb Growers of 
Holland, with U. S. offices in New 
York. Magazines, garden pages in 
newspapers and horticultural trade, 
publications will be used. 


Bozell & Jacobs Moves 
Bozell & Jacobs has moved its 
Shreveport, La., offices to the new 


Fairfield Bldg. 


39 


Names Hixson & Jorgensen 


Hixson & Jorgensen, Los An- 
geles, has been retained to handle 
the advertising of the Southern 
California Fishing Corp., San 
Pedro. The.agency has set up a 
special food department to service 
the account. 


Phil Gordon Agency Moves 


Phil Gordon Agency has moved 
its offices to 23 E. Jackson Blvd., 
Chicago. 


Makers of C Id—decorative and industrial laminates 


——~Oy switching to lower cost, high fidelity 
Consolidated ENAMEL PAPERS 


Square D Company 
engineered a saving 
in printing cosis... 


7 


@ Making hundreds of kinds of switches for 
almost every electrical need is the Square D 
Company’s everyday business. So ordinarily the 
mere fact that Square D made another switch 
wouldn’t really rate as important headline news. 

But Square D’s switch to Consolidated 
Enamels for its equipment catalogs, monthly 
news bulletins and other important printing is 
news—and good news indeed—to every executive 
concerned with costs. For it shows how any com- 
pany still using old style, premium-priced enamel 
printing papers can cut 15 to 25% from net paper 
costs and, at the same time, maintain highest 
quality in the printed material itself. 

This economy without loss of quality is the 


achievement of the revolutionary papermaking 
process which Consolidated pioneered. It sub- 
stantially reduces manufacturing time, costs and 
defects by eliminating several expensive opera- 
tions still required by other papermakers, and 
produces a paper of the highest quality, simulta- 
neously enameled on both sides in a single high- 
speed operation. 

Perhaps such a process doesn’t sound too ex- 
citing to anyone unfamiliar with papermaking 
methods. But it is solely responsible for savings 
of 15 to 25% on the one item that averages one- 
fifth of the total cost of every printing bill you pay. 
Certainly, that’s worth investigating. May we send 


complete facts and samples without obligation? 
©C. W.P.& P.Co. 


concolcdated ¥NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Main Offices: Wisconsin Rapids, Wisconsin . 


Sales Offices: 135 So. LaSalle St., Chicago 3, Illinois 
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IMPULSE BUYING 


AUTOMATIC © 
FILM SLIDES! 


The ADmatic Projector magnifies THIRTY 
2”x2” color slides on the large cabinet screen 


Perfect for point-of-sale advertising, ADmatic 
automatically shows a clear, sharply-defined sales 
message every 6 seconds! Illustrates your sales 
story dramatically and efficiently in store depart- 
ments, display rooms, etc. even under the brightest 
overhead lights. Also ideal in windows after clos- 
ing hours. Versatile, economical, trouble-free— 
ADmatic is your most effective “on-the-spot” 
salesman. Write for Circular A-4 


ADmatic Prosector ComPANY 


111 West Jaskson Blvd. + Chicago 4, Il. 


Pushes Kitchen-Kratt 

Midwest Mfg. Co., Galesburg, 
Ill., has launched a campaign for 
Kitchen-Kraft kitchens, starting 
with a four-color reproduction of 
Alan Ladd’s kitchen. Publications 
carrying the ads include American 
Home, Better Homes & Gardens, 
Farm Journal, Good Housekeeping, 
House Beautiful and Successful 
Farming. 


WSGN Appoints Frank 

Philip Frank, who has been do- 
ing free-lance research, sales pro- 
motion and public relations, has 
been appointed director of re- 
search and sales ge of 
WSGN and WSGN-FM, Birming- 
ham, Ala., effective April 24. He 
also has been executive secretary 
of Broadcast Measurement Bureau. 


New TV Sets Introduced 
Mitchell Mfg. Co., Chicago, man- 
ufacturer of lighting fixtures and 
bedroom radio sets, has introduced 
a 16” rectangular, “black” tube 
television set, which will retail for 
$290. Delivery of the sets will begin 


about June 1. 
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After a Year Trying to Get Distribution, 
Importer Finds That Ads Do the Trick 


New York—Reversing the usual 
order, Robert Appleby & Co., im- 
porter of British apparel, adver- 
tises before, not after, it has retail 
distribution. 

A year ago the company began 
the sale of Macintosh raincoats in 
this country. Getting distribution 
was less than simple, the home- 
grown competition being what it is, 
and in 12 months the total sale was 
2,000 garments—through 15 out- 
lets. Most of the business came 
through Abercrombie & Fitch, pur- 
veyor to gentleman sportsmen. 

Last month the company ran in 
The New Yorker its first consumer 
ad on the raincoat (AA, March 27). 
The copy, prepared by Hewitt, 
Ogilvy, Benson & Mather agency, 
was frank and inviting. 

“This,” said the headline, “is the 
first public advertisement ever 


issued in America for the original 
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MONTHLY MAGAZINE 
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at gives ‘you the most efficient and economical way of developing new markets, holding 
old ones, building prestige, acquainting customers with your product's 
merits and reaching top executives whom your salesmen seldom see. 


are assured when you take advantage of Modern Industry, the monthly 
magazine edited for top executives in industry, to present your adver- 
tising story to a responsive audience. 
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‘Macintosh’ raincoat!” Copy, writ- 
ten in what David Ogilvy of the 
agency called “my heaviest Brit- 
ish accent,” described the product 
in detail, listed the 15 retail dealers 
and—hopefully—invited inquiries 
for the name of “your nearest re. 
tailer.” 


s Before the ad was run, dealer 
prospects, including the tougher 
ones, were told about it. 

Results were immediate. Indivi- 
duals began writing to the com- 
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pany at an average rate of a couple 
of dozen daily. Retailers in all 
parts of the country sent rush or- 
ders. 

Two weeks after the initial ad 
another page was run in The New 
Yorker (and one-third page in- 
sertions will be used throughout 
the year, except for the summer 
season). 

By the time the second ad ap- 
peared, the company had signed 25 
more dealers. Indications are that 
by the end of April some 60 stores 
will be stocking the Macintosh, 
Sir Robert Appleby, president of 
the firm, told AA. 1950 sales, he 
predicts, will hit more than 12,000. 


# To stimulate the dealers’ interest, 
Sir Robert said, the company has 
offered to “go dollar for dollar” 
with them on local advertising. 
The offer is not being pressed 
strongly, however, because his ad 
funds are very limited, he added, 
and “we don’t want to stick our 
necks out too far.” 

While the campaign will be con- 
fined for the time being to The 
New Yorker, other media will be 
used, Sir Robert said, when the 
promotion fund permits. 
Meanwhile, to create continuity 
—and, incidentally, to make the 
ad dollar go farther—all New 
Yorker ads carry the same art—a 
pipe-smoking model buttoning the 
collar of his Macintosh. The copy, 
which occupies roughly a third of 
the space, is changed from ad to 
ad. 


Landau Retains Part 
of Monarch Account 


An item in the March 6 issue 
of ADVERTISING AGE, reporting that 
Monarch Wine Co., Brooklyn, had 


“A. B. Landau Inc., New York, 
formerly had the account.” 

The account was shared by Lan- 
dau and Bermingham, Castleman 
& Pierce, and Donahue & Coe re- 
places the latter agency. Landau 
retains its portion of the account, 
which involves the advertising of 
Manischewitz wines. 


Will Air Baseball Games 


Davidson Baking Co., Lee Cosart 
Motors and United Finance Co. 
Portland, Ore., have signed to 
sponsor the baseball games of the 
Portland ball club over Station 
KWJJ, Portland. The three spon- 
sors will share costs of alternate 
games. Davidson, through Butler- 


and road games of the Eugene 


Larks baseball club. 


placed its account with Donahue 
& Coe, erroneously reported that™ 
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New Britannica Film 
Documentary Shows 
Newspaper at Work 


WILMETTE, ILL.—Encyclopaedia 
Britannica Films has released a 
new 16mm documentary picture, 
“Newspaper Story,” for use as a 
teaching aid in the middle grades 
and junior high school. 

The motion picture, filmed in 
Rockford, Ill., at the plant of the 
Register-Republic and Morning 
Star, traces a story, from the time 
a reporter uncovers it until it ‘ap- 
pears in the completed paper at 
the newsstand ready for sale. 

In the course of the movie, the 
viewer is given a look at the ac- 
tivities of the editorial room and 
mechanical departments, through 
scenes showing how each depart- 
ment works in processing the story. 

The film was produced in col- 
laboration with Dean Kenneth E. 
Olson of Northwestern University’s 
Medill School of Journalism. 


No other 


source of 
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news Is as 
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53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Ill. 
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Loddengaard Promoted 

P. M. Loddengaard, formerly 
executive vice-president of United 
Board & Carton Corp., Syracuse, 
has been elected president of the 
company, succeeding Fred Enders, 
who has been named board chair- 
man. 


Oronite Elects Hughes 

T. G. Hughes has been elected 
president of Oronite Chemical Co., 
San Francisco, subsidiary of Stand- 
ard Oil of California. He succeeds 
George L. Parkhurst, who has been 
made chairman of the board. 


Airs ‘Hollywood Screen Test’ 

Home Container Corp. has signed 
to sponsor the weekly “Hollywood 
Screen Test” show over KGO-TV, 
San Francisco. Guild, Bascom & 
Bonfigli, San Francisco, is the 
agency. 


OSU Radio Institute 
to Hear Kaltenborn 


CoLumMBus—Radio commentator 
H. V. Kaltenborn will deliver the 
principal address at the annual 
dinner of the Institute for Educa- 
tion by Radio here May 7. 

The institute, sponsored for 20 
years by Ohio State University, 
will be held May 4-7. 

Television will receive special 
consideration from the assembly of 
educators and broadcasters in one 
general session. It will also be con- 
sidered in two other general ses- 
sions tentatively titled “Do We 
Need A New Policy for Radio and 
TV?” 

For the first time, announcement 
of award winners in the Exhibition 
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of American Educational ‘Radio 
Programs will precede the in- 
stitute opening. Announcement 
will be made May 1, and programs 
will be available for listening dur- 
ing the four-day conference. 


Lionel Train Co. Switches 
to Buchanan & Co. 


Lionel Train Co., New York, has 
switched from Reiss Advertising 
to Buchanan & Co., New York, for 
promotion of its entire line of toy 
trains. 

Celebrating a half-century of 
business this year, the company 
reports that its advertising and 
sales promotion budget is ex- 
pected to be the largest in its his- 
tory. National magazines, comic 
supplements, and radio and tele- 
vision will be used on a budget 


_that exceeds $500,000. 
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Swank Appoints Gross 


Ernest W. Gross has been ap- 
pointed advertising and sales pro- 
motion manager of Swank Inc., 
Attleboro, Mass. He was formerly 
assistant to the president of John 
C. Dowd Inc. 


Peterson & Kempner Moves 


Peterson & Kempner, New York 
agency, has moved its offices to 
444 Madison Ave. 


You Can Sell PREMIUMS 


°o this 20-Million-Dollars-a-Year Market. The 
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Ever dream about a magazine ad that rated 100% for “Noted”— 
“Seen Associated”—“Read Most”? Ever dream about a show 
that had a 100% Hooper rating? Pinch yourself. 

Wake up to advertising that has both a sky-high “Starch” and a 
sky-high “Hooper”— advertising that sells both through the eye and 
through the ear—Spot Movie ads in theatres. 


Spot Movie ads command virtually 100% attention of the eyes 
and ears of the movie audience because they are like a short feature 
in the theatre’s regular program. By sight, sound, action, 
in color or black and white, they demonstrate your product— 
dramatize its advantages to a relaxed, receptive audience — 
at a low average cost per thousand movie goers. 


Get all the facts about Spot Movie ads in theatres. 
Find out why such advertisers as General Electric, Westinghouse, 
Ford, National Biscuit Company are using this medium. 
Phone or write Movie Advertising Bureau today. 


NATIONAL OFFICES 
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Testimonial Drive Opened 


National Distillers Products 
Corp., New York, will open a cam- 
paign for its Old Angus Scotch 
whisky with a testimonial style ad 
in the April 22 issue of The New 
Yorker. The testimonials, featur- 
ing such persons as Burgess Mere- 
dith, James Montgomery Flagg, 
Bennett Cerf and Lucius Beebe, 
will run in two color ads in Esquire 
and Holiday, as well as The New 
Yorker. 


i. 


® for mailing 
® for handouts 


Custom-built Promoter 
Make a game of your sales talk. 
Write for details, sample. 
PREVUE-RADSELL CO. 

343 S. Dearborn St., Chicago 4, Ill. 


Study Shows 500% Rise 
in Milwaukee TV Sets 


‘Journal’ Reports 6% 
Increase in Families 
Buying on Instalments 


MILWAUKEE—A sharp rise in 
television set ownership in Mil- 
waukee is disclosed by the 27th 
annual “Consumer Analysis” of 
buying habits and brand prefer- 
ences of the 254,010 families in 
the greater Milwaukee market, just 
published by the Milwaukee Jour- 
nal. 

Last year, 3.9% of the families 
in the area owned TV receivers. 
This year, 20.4% have them. Fami- 
lies with the largest incomes 
showed the highest percentage of 
ownership, the Journal reports. 

About 35% of those with in- 
comes of $7,500 and up have TV 


sets; 27.9% of the families with 
incomes of $6,000 to $7,500 have 
receivers; and sets are owned by 
23.9% in the $4,000-$6,000 bracket; 
16% in the $2,000-$3,000 range, 
and 10% with incomes of less 
than $2,000. 


= Most popular make (in 25% 
of the TV homes) was Admiral, 
followed by RCA (19.3%), General 
Electric (9.4%), Motorola (8.9%), 
Philco (84%) and Emerson 
(5.2%). RCA was the largest seller 
in 1949 and Admiral was second. 
Three-fourths of the sets have 
screens ranging from 10” to 12%”. 
And .about 18% of Milwaukee 
families plan to purchase a re- 
ceiver this year. 

Instalment buying increased 
nearly 6% in the last year, the 


Journal reports. Last year, 34.6% 
of the families in the area made 
purchases on the instalment plan. 
This year, 40.3% are buying on a 
credit plan. 

Purchase of television sets on 
the instalment plan jumped from 
2.1% in 1949 to 14.7% this year; 
of automobiles from 14.3% to 16%; 
of rugs and carpeting from 5.7% 
to 7.6%, and of ranges from 5.1% 
to 6.4%. 


= By income groups the percent- 
age of families making instal- 
ment purchases were: Under $2,- 
000—19.5%; $2,000 to $2,999— 
45.4%; $3,000 to $3,999—46.3%; 
$4,000 to $5,999—40.3%; $6,000 to 
$7,500—28.8%; $7,500 and up— 
22.5%. 

Chevrolet led all other auto- 
mobile sales in Milwaukee County 
in 1949, followed by Ford, Ply- 
mouth and Buick. Car ownership 
jumped from 66.3% last year to 
71.7% this year. Owners of more 
than one automobile increased 
from 3.2% to 4.2%. While 90% 
of families in the $7,500 and up 
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Time to Send for Your New 1950 


GUIDE TO THE INDIANAPOLIS MARKET 


© Here it is again . . . ready to serve you better than 
ever in planning your selling and advertising in the big, 
rich Indianapolis Market, where The Star and The News 


give saturation coverage. 


The fifth annual Star and 


News Consumer Analysis now gives you consumer pref- 
erence and buying habits for 135 product classifications 
- +. conveniently arranged in sections on foods, soaps and 
cleaners, toiletries and ougmotien, beverages, automotive, 
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With this new edition, you can study market trends over 
the past five years. And you may correlate it with the 
Star and News Bureau of Advertising Sponsored Grocery 


Inventory to get a complete picture of preferences and 
volume for 415 grocery products . . . an opportunity 
available in no other market in the United States! 

As this advertisement appears, the 1950 Indianapolis 
Consumer Analysis is coming off the press. So write us 


today for your copy! 


National Representatives 


THE INDIANAPOLIS STAR 
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income class had a car, only 41.8% 
of those in the under $2,000 
bracket had one. 


se With regard to shopping habits, 
64.6% do some evening shopping 
other than grocery buying. The 
number of car owners who use 
their car for neighborhood shop- 
ping increased from 82.4% to 
84.5%, while those who use it for 
downtown shopping dropped from 
52.7% to 48.4%. 

Friday is the favorite day for 
buying groceries (50.5%); most 
drug products (68.4%) are bought 
in independent drug stores; most 
cosmetics or toilet preparations 
are purchased in department 
stores (up nearly 8% from last 
year). 


= Most Milwaukee families 
(35.8%) are in the $3,000 to $3,- 
999 income bracket; 28.5% receive 
from $4,000 to $5,999; 17.4% from 
$2,000 to $2,999 and 5.2% under 
$2,000. Only 6.5% have incomes of 
$6,000 to $7,500 and 6.6% of $7,- 
500 and over. 

A total of 12.7% own electric 
ironers (Thor is the leader). About 
90% own electric washing ma- 
chines. Leading brands are the 
Kenmore (wringer type), Easy 
(spinner type) and Bendix (fully 
automatic). 

Fully 99% of the families in 
the area have cooking ranges, of 
which 44.8% are more than ten 
years old. About 85% are gas 
ranges, with Sears and Roper the 
favorites. General Electric and 
Hotpoint are the leading electric 
ranges. 


s Electric flat irons are owned by 
99.4%, and General Electric is the 
leading brand. Almost 90% own 
electric vacuum cleaners, with 
Electrolux and Hoover at the top 
of the list. 

Other appliances, per cent of 
families owning them, and lead- 
ing brands are: Home freezers, 
4.9%, General Electric; water heat- 
ers, 81.5% (83.5% of which are 
gas and 11.8% electric); mecha- 
nical refrigerators, 90.6%, General 
Electric and Frigidaire. 


s Food product purchases, brand 
preferences: 72.8% buy bulk 
cheese, 63.5% buy cream cheese 
(Philadelphia brand); 44.3% buy 
cheese spreads (Kraft); 62% buy 
packaged cheese (Kraft brands); 
88.6% buy macaroni products 
(White Pearl); 27.6% buy liver 
sausage in cellophane wrapped 
packages (Oscar Mayer); 90% 
buy packaged ice cream (Luick); 
87.2% buy vegetable shortening 
(Crisco and Spry); 84.9% buy 
peanut butter (Skippy); 88.1% 
buy baked beans (Campbell’s); 
88.3% buy packaged bacon (Ar- 
mour’s); 42% buy canned lunch- 
eon meats (Spam); 87.4% buy 
prepared mustard (Heinz); 97.3% 
buy bottled catsup (Heinz); 
614% buy canned milk (Car- 
nation). 

About 76% buy dessert powders 
(Jell-O Pudding); 12.7% buy 
canned whole or half chicken 
(Banquet and Corn Blossom); 
75.5% buy whole or half hams 
(Armour’s and Plankinton) ; 61.6% 
buy canned tuna fish (Breast O’ 
Chicken); 96.4% buy mayonnaise 
or salad dressing (Kraft). 

One-third buy margarine (Blue 
Bonnet) ; 87.7% buy cold breakfast 
foods (Kellogg’s Corn Flakes); 
64.6% buy prepared cake flour 
(Swansdown); 75% buy candy 
in packages or boxes (Fanny 
Farmer). 


= De-caffeinated coffee is pur- 
chased by only 7.5% (Sanka); 
packaged coffee by 96.6% (Hills 
Bros.); instant coffee by 20.9% 
(Nescafe); tea bags or tea balls 
by 59%, and packaged tea by 
48.2% (Lipton’s); regular flour by 
97.1% (Pillsbury’s); canned fruits 
by 86.8% (Del Monte and Roun- 
dy’s). 

Purchase of fresh frosted fruits, 
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“vegetables and poultry has in- 
creased markedly. In 1949 only 
40.7% bought frosted fruits; this 
year 63.4% are buying them. 
Birds Eye is the leader. Last year, 
47.6% bought frosted vegetables; 
this year 59.2% (Birds Eye). Fresh 
frozen poultry purchases jumped 
from 11.5% to 17.8%. 

Frozen orange juice is pur- 
chased by 33% (Minute Maid). 
Orange juice in cans or bottles by 
56.8% (Roundy’s and Bordo); 
orange and_ grapefruit juice, 
blends, by 36.1% (Roundy’s and 
Bordo); grapefruit juice by 44.8% 
(Roundy’s and Bordo). 


s Ivory is the leading toilet soap 
for bath (21.7%), followed by Lux 
(16%) and Lifebuoy (15.3%). Sta- 
tistics on soap for hands and face 
show Lux (23.3%) as the leader, 
followed by Sweetheart (18.7%) 
and Ivory (16.3%). Argo is the 
leader in dry laundry starch, Cli- 
malene in water softeners, Sani- 
Flush and Bowlene in toilet bow) 
cleansers, Ajax in powdered scour- 
ing cleansers and Hilex in bottled 
bleaching fluid. 

Only 11.2% have purchased the 
new type antihistamine cold tab- 
lets. The leading brands are Ana- 
hist (39.3%); Inhiston (21.8%) 
and Kriptin (12%). Consumer 
preference for. Toni permanent 
wave kits dropped from 86.5% 
to 77.4% while Richard Hudnut 
nearly doubled its sales, rising 
from 8.7% to 16.4%. 

Cigarets are the favorite smoke 
of Milwaukee men. The survey 
shows 64.5% (a drop of 3.3%) 


6.6%) smoke cigars, and 30% (a 
drop of 0.8%) smoke pipes. Lead- 
‘ing cigaret brands among men— 
Chesterfield leads with 29.4%; 
and Lucky Strike 20.2%. Among 
women (37.7% smoke cigarets) 
Chesterfield leads with 29.4%, 
Lucky Strike is second with 17.6%, 
and Camels third with 11.8%. La 
Palina (21.5%) is the favorite 
cigar and Half & Half (14.7%) the 
leading pipe tobacco. 


= Most men (65.4%) and women 
(60.8% )) smokers buy cigarets by 
the carton. Neighborhood grocery 
stores are the leading place of 
purchase for women; drug stores 
for men. 

Milwaukee men favor martini 
cocktails. Martinis are the choice 
of 43.8%, manhattans of 29.1%, 
old fashioneds of 18.6%. Cock- 
tails are mixed at home by 87.2% 
while only 14.3% buy ready pre- 
pared types, of which there are 
9 brands on the market. Hiram 
Walker is the favorite ready pre- 
pared cocktail. 

While 40.8% of Milwaukee men 
drink cocktails, 67.4% buy bottle 
beer. Blatz (26.4%) and Schlitz 
(19.8%) are the leading brands. 
Canned beer is bought by 47.3%. 
Blatz (36.2%) and Schlitz (27%) 
are the favorites. Wine is bought 
by 61.4% of Milwaukee men for 
home use. Leaders are Mogen 
David (38.4%) and Virginia Dare 
(25.2%). 

Soft drinks are purchased by 
97.2% for home use. Leading 
brands are Graf’s (47.7%), Coca- 
Cola (11.8%), and Roxo 7.3%. 


Lykke & Associates Merges 
with William J. Wilkin Co. 


Wilkin Co., San Francisco ad- 

vertising, marketing and public re- 
lations counsel, and Chris Lykke & 
Associates, San Francisco public 
relations organization, have 
merged. 
' The new company, incorporated 
as Lykke-Wilkin & Associates, will 
be located at 681 Market St. Fawn 
8. Lykke and William J. Wilkins 
direct the new company. Other 
Personnel are unchanged. 


Riggio Becomes Chairman 
Vincent Riggio, president of 
American Tobacco Co., New York, 
been elected chairman of the 
board. Paul M. Hahn, vice-presi- 
dent in charge of sales, has been 


Schenley Issues Almanac 


Schenley Distributors Inc. has 
issued a new sales tool, the Schen- 
ley Almanac, for use by salesmen 
and dealers. The Almanac, issued 
monthly, contains the campaign 
schedules for the monthly Schenley 
testimonial ads, with dates and 
circulation figures of media in 
which Schenley Reserve ads ap- 
pear. 


Appoints Van Slyck Agency 


Phil Van Slyck Advertising 
Agency, San Francisco, has been 
named to handle the advertising of 
Premium Frozen Foods, San Fran- 
cisco, processor of frozen meat 
products. Bay Area newspapers 
are being used now, with advertis- 
ing in other nothern California 
markets to follow. 


First General Meeting Set 


William Sadler Jr., personnel 
counsel, will be guest speaker at 
the first general luncheon meeting 
of the newly formed tf Club of 
Chicago, composed of business 
paper advertising representatives, 
at the St. Clair Hotel, Monday, 
April 17. 
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... SEE EVERY ADVERTISEMENT of INTEREST 
to you in 1,393 RETAIL CENTERS 


ACB Newspaper RESEARCH Service 
brings you every advertisement 
you want to see that is published 
in daily or Sunday newspapers of 
the United States. You may have 
this service in complete tabulated 
and summarized report form; or 
you may make up your own re- 


ports from the full-page tearsheets 


we you. 

With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers; or your 
competitor’s dealers; or the con- 
tent and extent of releases by com- 
petitors in national advertising. 
You can buy these services by 
markets; by your sales territories; 
or even single towns. You may 
take these services continuously, 
or periodically. 


ACB SERVICE OFFICES 

Phone: Murray Hill 5-7302 

Phone: Wabash 2-6130 + 
Phone: 37-0595 ° 


79 Madison Ave. * 
538 S. Clark St. . 
161 Jefferson Ave. ° 
16 First Street + Phone: Sutter 1-8911 


ACB Services are among the most 
useful tools in merchandising and 
distribution. They are so flexible 
that you can get exactly what you 
want in coverage—and in duration. 
Send today for catalog. 


Send Today... 


for a 24-page Catalog describing and 
illustrati the 12 helpful services 
which A will furnish to merchan- 
disers. Gives details 
of cost, coverage, 

of users, etc. 


* New York (16) 
Chicago (5) 
Memphis (3) 
* San Francisco (5) 


...like California without the 


Billion DollarValler of the Bees 


rank it 2, 


families in ABC ci 


Named president. 


Media Records for all 1949 
nd in the West 
in total daily advertising 
linage. Reaches 9 out of 10 

ty zone 
... half the families in 19- 
county ABC trading area. 


Is there a big gap in your California cover- 
age? There is, if you advertise in just coast 


THE MODESTO BEE 


desto—the city wi 
US. average! 


Reaches 9 out of 10 families in 
city zone . . . half the 
families in Stanislaus County. 
The only daily > ae in Mo- 
i capita 

food sales 323% above the 


THE FRESNO BEE 
Reaches 9 out of 10 families 
in city zone . . . half 
the families in 4-county 
ABC trading area. Larg- 
est paper een S.F. and 
L.A. Located in nation’s 
#2 test market. 


papers. Because you miss inland California — 
the 500-mile Billion Dollar Valley of the Bees. 
That's a market geographically independent of 
the coast—with more buying power than San 
Francisco and San Diego combined . . . almost 
as many people as Los Angeles.* 

You cover this vital part of California only 
when you schedule its own leading newspapers — 
The Sacramento Bee, The Modesto Bee and The 
Fresno Bee. Those three McClatchy papers take 
you into far more Valley homes than any other 
newspaper combination — local or West Coast. 


*Sales Management's 1949 Copyrighted Survey 


M‘Clatchy Newspapers 


National Representatives... O'MARA & ORMSBEE, INC. 
New York * Los Amgeles * Detroit * Chicago * San Francisco 
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Talbott’s Advice 


for Sales People: 
Don't Say ‘Floppy’ 


San Francisco—Vocabulary con- 
trol for sales people was strongly 
urged here by Stanley Talbott, 
vice-president of advertising and 
sales promotion for Joyce Inc., 
women’s shoe manufacturer. 

Sales personnel trying to sell 
something to a woman should 
never use such words as “blotchy,” 
“greasy” or “scaly,” Mr. Talbott 
told the San Francisco Advertising 
Club. 

“It makes the customer think of 
her complexion,” he explained. 


‘wae 3 RY 
THE LETTER SHOP, Inc. 
431 6. Dearborn St., Chicago 5, Illinois 


Nor should words like “sag- 
gy” or “floppy” be injected into 
that period of light and friendly 
chatter that precedes the moment 
of cash on the line, declared Mr. 
Talbott. 

“This makes the gal think of 
something else!” 


Names Graef and Madow 


Robert Graef has been named 
southwestern manager of Gould, 
Brown & Sumney, Chicago, mar- 
keting consultant. He will make his 
headquarters in Fort Worth. Dr. 
William G. Madow, professor of 
mathematical statistics at the Uni- 
versity of Illinois, has been ap- 
pointed consulting statistician. 


Propper Names Ramsdell 
Propper Mfg. Co., Philadelphia, 
manufacturer and importer of 
surgical and laboratory equipment, 
has appointed Lee Ramsdell & Co., 
Philadelphia, to direct its account. 


Gordon Chemical to Hilton 
Peter Hilton Inc., New York, 
has been retained to handle the 
advertising of Gordon Chemical 
Co., Philadelphia, effective May 1. 


GF Signs Frank Goss Show 


General Foods Corp. has signed 
to sponsor the Tuesday and Thurs- 
day portions of the “Frank Goss 
News” program, heard at 5-5:10 
p.m. on 10 Columbia Pacific Net- 
work stations. Products to be 
plugged are Certo and Sure-Jell. 
The contract is for 18 weeks, start- 
ing May 2. Benton & Bowles, New 
York, is the agency. 


Trailer Company Opens Push 


Pan-American Trailer Coach 
Co., Monrovia, Cal., has opened a 
“freedom of living” campaign for 
its trailers in newspapers, trade 
publications and Sunset Magazine. 
Ads of 1,000 lines are running in 
Los Angeles newspapers during 
April, through. J. T. Crossley Co., 
Los Angeles agency. 


To Open Spring Campaign 

The annual spring and summer 
advertising campaign for Dupli- 
Color pigmented car polish will 
break in Chicago April 28 with 500 
and 1,000-line kick-off ads. The 
drive will continue through Labor 
Day with a total of more than 30 
insertions. The Chicago drive, 
handled by Arthur Meyerhoff & 
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interior displays will be used in major league cities. Leonard F. Fellmarn & Asso- 
ciates, Philadelphia, is the agency. . 


Co., is the first phase of a national, 
market-by-market newspaper ef- 
fort. 


another new Monsen development! 


reverse proofs...at no extra cost! 
A 


The most revolutionary new development in graphic arts in the 


past quarter-century! Now you can get your type for reverse panels at no 


extra cost! Think of it—eliminate photostat costs every time you have type in reverse. 


Just think of the savings you will make in one month! 


This amazing new Monsen process is a direct impression from 


the actual type—no intermediate steps to lose any of the sharpness of your type. 


“White on Blacks” are pulled at the same time your “etch” or reproduction 


proofs are made—/for no extra cost. 


You can cut advertising production time by 25% because you get 


your reverses with your regular final type proofs. No more waiting for “‘negatives.” 


No more gray “stats.” Monsen ‘White on Blacks” are sharp, clear—even 


the finest serifs come up—because the impression is made from the type itself. 


Like to see a sample? A penny post card will bring one to you. 


Monsen 


CHICAGO 
LOS ANGELES 


* East of the Rockies it’s Monsen-Chicago at 22 East Illinois Street 
* On the Pacific Coast it’s Monsen-Los Angeles at 928 S. Figueroa Street 


Study Shows Ladies 
Prefer Muskrat Fur 
Coats, Fox Jackets 


NEw YorK—Women prefer 
muskrat fur coats, fox or squirrel 
fur jackets and black felt hats, ac- 
cording to a survey of readers of 
Today’s Woman. 

Data in a new 72-page study is- 
sued by the magazine is based on 
questionnaires returned by 888 
readers, or 37% of a cross-section 
panel of 2,400. The characteristics 
of the respondents closely cor- 
respond to those of the entire 
panel. 


According to the report, young: 


women (64% are in the 18-30 
age group and 78% between the 
ages of 18 and 35) prefer solid 
color dresses to all other pat- 
terns. 


= Blue or green are favored colors 
for casual dresses; black for date 
dresses and evening gowns and 
blue for maternity dresses. 

The ladies prefer black or brown 
shoes for street wear; black for 
dress; brown for sports, and black 
or gold for evening wear. 

Regular stockings are favored 
over the seamless variety, and 
light shades get the vote for dress 
or casual wear, while dark shades 
are preferred for evening wear. 

American women also buy more 
full than half slips; more lace- 
trimmed than tailored slips; more 
regular and panty girdles than 
all-in-one foundations or corsets; 
more regular than strapless bras- 
sieres and more briefs and regular 
panties than step-ins. 

The detailed report contains 
pages of tabular data showing 
what Today’s Woman readers buy, 
how often they buy, and what 
sizes, price ranges, colors and 
brands are preferred. 

It is available from the director 
of research, Fawcett Publications 
Inc., 67 W. 44th St., New York 18. 


Calgon Opens Eastern Push 


Calgon Inc., Pittsburgh manu- 
facturer of Calgon packaged water 
conditioner, on May 5 will run 
full-page newspaper ads in daily 
newspapers in the eastern Penn- 
sylvania, New Jersey and Dela- 
ware area. The pages will be 
followed by five-column and two- 
column copy and radio spots. The 
campaign will continue for 16 
weeks and may later be extended 
to other markets. Ketchum, Mac- 
Leod & Grove handles the account. 


Organize Fashion Ad Medium 


Fashionette, a showcase for mer- 
chandise produced by fashion re- 
tailers or manufacturers, has made 
its debut in Chicago. The organiza- 
tion, headed by Harry Feuer Jr., 
presents fashion shows to women’s 
clubs, civic groups and church or- 
ganizations, and features apparel 
made by clients. Mr. Feuer expects 
that the idea will spread to other 
key cities and eventually become 
a fashion merchandising network. 
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Bontam Books Prints 
One on Premium Use 


New YorK—Detailed advice on 
“How to Use Premiums” to build 
sales is contained in a book of that 
name just published by Bantam 
Books Inc. for the Premium Ad- 
vertising Association of America. 

Noting that the competitive 
“slugfest” is here, the book points 
out that business spends in the 
neighborhood of a billion dollars 
annually for merchandising by 
premium. 

Pitfalls and profits awaiting 
premium users are covered from 
every angle in the 120-page book. 
A special section devoted to the 
use of television for premium pro- 
motion is contributed by Robert 
F. Degen of Ted Bates & Co., a 
director of the association. 


s Self-liquidating . premiums, 
where boxtops are required, 
“should really boom” with tele- 
vision, says Mr. Degen. “The pre- 
mium can be demonstrated, de- 
scribed and shown in close-up... 
The package can be shown, the 
printed coupon pointed out.” TV 
can be used similarly, he adds, for 
premiums given away at the point 
of sale. 

Other bylined chapters are one 
by John M. Davidson of Colgate- 
Palmolive-Peet Co., president of 
the premium association, on the 
premium story generally, and one 
by A. M. Anderson of Reuben H. 
Donnelley Corp., on this leading 
house’s view of premiums. 

The book is being sold at 25¢ 
a copy by both the association and 
Bantam Books. 


Joins Pacific National 


Bob McNitt, formerly Portland, 
Ore., representative of Cowles 
Publishing Co., has joined Pacific 
National Advertising Agency, Port- 
land, as account executive. 


As a user of Words 
You will be inspired 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 

This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishing 


Company —is none other than James H. 
McGraw. 


The size of this book is 6% x 9% — 
It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 
An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$190 


Advertising Publications, Inc. 
200 E. Illinois St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 

200 E. Illinois St., Chicago 11, Tl. 
Gentlemen: 


Please send me....copies of “Teacher 
of Business”. Enclosed is $...... rr 


119-Page Film Catalogue 
Released by ABC-TV 

American Broadcasting Co., New 
York, has prepared a television 
film catalog now being distri- 
buted to its video affiliates. The 
119-page pamphlet lists more than 
1,000 motion pictures that are 
available to and suitable for TV. 

Films are listed by title, type, 
running time, and distributor. A 
synopsis is included for each of 
the films, all of which have been 
shown on one or more of ABC’s 
five owned and operated TV sta- 
tions. 


Clothier Names Austrian 
Ambassador Clothes, New York, 
has appointed Ray Austrian & As- 
sociates, New York, to handle ad- 
vertising in magazines and busi- 
ness papers. E. T. Howard Co. for- 
merly serviced the account. 


Develops New Planning Kit 


The American Central division 
Aveo Mfg. Corp., Connersville, 
Ind., producer of American Kitch- 
ens, is supplying its distributors 
and dealers with a new kitchen 
planning device, Plan-A-Kit. The 
basic piece of the kit is a steel 
plate decorated with wall cover- 
ings and flooring and has scaled 
dotted lines that indicate ceiling 
and floor levels. The sinks, base 
and wall cabinets and appliances 
are held to the background by 
magnets. 


Outdoor Ups Robinson 

E. S. Robinson Jr., formerly in 
charge of the Atlanta office of 
Outdoor Advertising Inc., has been 
elected a vice-president and will 
have charge of the Pacific Coast 
area, with headquarters in San 
Francisco. 
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A BILLION DOLLARS WORTH OF NEW CUSTOMERS FOR PITTSBURGH 


Next month work starts on Pittsburgh’s first downtown 
apartment skyscraper. Almost immediately, work will 
start on a second 16-story apartment dwelling just a block 
away. Both buildings will have their own garages, but in 
the block between, the Pittsburgh Parking Authority will 
build one of the public parking garages of its $5,000,000 
program. And a new north-south Crosstown Boulevard 
is scheduled to be built between the garage and one 


This 16-story apartment dwelling, housing 570 families in downtown Pittsburgh, will have street 
level shops, and landscaped terraces. Ring Engineering Co. will start work on it next month, 


It’s a safe bet that, when this apartment building is 
occupied, approximately 7 out of 10 of the tenants will be 
readers of The Pittsburgh Press. Survey after survey, over 
the years, has shown that The Press gets that kind of 
coverage in Allegheny County consistently. 

The Press is No. 1 in Pittsburgh—in readership . . . in 


results for advertisers. . . 


and, as the March ABC figures 


will show, in circulation. 
Get in touch with your Press Representative for more 
information about the Pittsburgh Market and The Pitts- 


Represented the General 
| a Se epartment, 
Santen -Howard Newspa 

rk Avenue, New ork 
diey. Offices in Chicago, Cin- 
cinnati, Detroit, Fort Worth, 
Philadelphia, San Fran 


geen, 


a 
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of the apartment buildings within the next two years. 

Yet the $10,000,000 to $15,000,000 worth of construc- 
tion in this one city block is almost tiny in contrast to the 
program of industrial building, remodeling and expan- 
sion into which industry is pouring far more than a bil- 
lion dollars in Pittsburgh. The billion-dollar industrial 
program will make customers for you now and keep Pitts- 
burgh a rich market for many years to come. 


burgh Press. Every Scripps-Howard Representative is a 
Press Representative. 


TOTAL ADVERTISING LINES 
PUBLISHED IN 1949 


PRESS (evening) 18,113,619 
PRESS (Sunday) 7,670,433 
Post-Gazette (morning) 9,493,461 
Sun-Telegraph (evening) 12,132,693 
Sun-Telegraph (Sunday) 6,531,902 


whe Pittsburgh Press 


Nol 


in City and Trade Zone Circulation in Classified Advertising —in Retail 
Advertising—in General Advertising—in Total Advertising 
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British Publisher 
Adopts Consignment 
Distribution Plan 


Lonpon—For about ten years, 
British periodical publishers have 
observed a strict ban on accepting 
return copies of publications sold 
to newsvendors, on the ground that 
return and free copies constitute 
waste of paper. 

However, Hulton Press Ltd. has 
cracked the united front with its 
decision to sell the first four is- 
sues of Eagle, a new children’s 
comic booklet, on a consignment 
basis. 


When you Remember 
need WM. F. RUPERT 
RECENT Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past 55 years. 
90 Fifth Ave., New York 11 
LISTS OR 5-3523 
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The Periodical Publisher’s As- 
sociation, stronghold of the “no 
return” policy, has asked Hulton 
to resign its membership in the 
association. Said the PPA: “The 
overriding consideration at the 
moment is the maintenance of pa- 
per supplies. While this remains 
in a precarious position, any kind 
of waste—whether in the form of 
returns or free copies—must be 
ruled out. 


s “The PPA is in no way opposed 
to new publications. Some of its 
members have already issued some, 
and others are planning to do so— 
on a firm-sale basis. If a new peri- 
odical is to be produced on such 
a scale as to require returns on the 
first few issues, it is felt that this 
should be postponed.” 

Hulton Press officials replied 
that “during the four-month -peri- 
od, March-June, 1950, [Hulton] 
will not consume more paper than 
would have been allotted to it 
under a 70% paper quota (the 
amount allowed during the last 


months of paper control). It is 
during this period that our new 
periodical will be on sale or re- 
turn for four weeks only.” 

Hulton executives argue that use 
of excessive wholesale or retail 
discounts, big-money competitions 
and lavish gifts to wholesalers to 
“force” demand for new publica- 
tions results in more wasted paper 
than the consignment method of 
distributing a new periodical. 

Observers feel that Hulton’s de- 
cision may set a precedent for pub- 
lishers of both new and established 
publications, and open the way for 
general acceptance of the “sale or 
return” operation. 


McHugh Appoints Phillips 


James Phillips, formerly head of 
the L. Foster Advertising Agency, 
has been appointed an account ex- 
ecutive of Phil D. McHugh Co., 
Beverly Hills, Cal. Former ac- 
counts of the Foster agency will 
continue to be handled by Mr. 
Phillips through the McHugh 
agency. 
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The Eye and Ear Department 


Toni has a lemon in its new Wednesday night TV show over 
CBS at 9—and it isn’t Jack, although as a master of ceremonies 
that gentleman comes mighty close to living up to his name. 

“Toni Twin Time” is still another vaudeville program—as if 
the channels weren’t already sufficiently choked with them. The 
first show—on Wednesday, April 5—couldn’t have been much 
worse. The typical twin commercial was considerably better than 
any of the acts. 

Jack Lemon is the MC, and on the first show he acted as if 
he were embarrassed over what he had to present—or maybe 
that’s just his way. Introducing Jane Harvey, who sang leaning 
against a lamppost, he announced, “Once in a good many years 
a singer comes along like Dinah Shore.” He might have said 
that too many times in the space of a single year a show comes 
along as inept and unentertaining as “Toni Twin Time.” 

One could forgive the ineptness of the cameras—which all too 
frequently showed sets being struck in the background while a 
new act fell flat on its face in the foreground. After all, it was 
the first performance. But it’s going to take much more than good 
camera work to bring “Toni Twin Time” to life. In this re- 
viewer’s opinion, it’ll take a completely new show. 

As a matter of fact, if the proprietor of this department were 
the client, he’d take the commercial out and put it on as a minute 
spot. It would undoubtedly create more good will than inflicting 
25 minutes of what is billed as entertainment on an all too pa- 
tient TV public. 
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in Ohio's $2 BILLION Market 
OHIO SELECT LIST 
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Arkansas Florists 
Successfully Fight 
‘Please Omit’ Line 

NEw YorK—A campaign by Lit. 
tle Rock, Ark., florists to discour- 
age the use of “Please omit 
flowers” in obituaries has brought 
“immediate and continuing” re- 
sults, the Bureau of Advertising, 
ANPA, reports in a mailing to its 
member newspapers. 
Concerned about the loss of fu- 
neral business, which accounts for 
some 60% of the average florist’s 
volume, they formed in 1948 the 
Florists Association of Greater Lit- 
tle Rock and launched a coopera- 
tive and consistent newspaper 
campaign. 


ms Twice-weekly copy, two col- 
umns by 10”, pointed out that 
“flowers express your sympathy,” 
“flowers are your tribute in their 
hour of sorrow,” etc. 

The ads, says the bureau, created 
much comment, pro and con; 
brought a sizable decrease in the 
number of “omit flowers’ requests, 
and boosted orders for funeral 
flowers. 

A by-product of the campaign, 
which is still continuing, has been 


the opportunity to increase aware- 
ness of other services rendered by 
florists. a 


Pure Oil Co. Backs New 
Motor Oil with Ad Drive 


Pure Oil Co., Chicago, is running 
ads ranging from 756 lines to full 
pages, in about 200 newspapers 
throughout its marketing territory, 
promoting the company’s new 
Purelube motor oil The insertions 
carry an extra color in those papers 
which accept R.O.P. color. 

The new motor oil, a premium 
grade product with detergent and 
oxidation inhibiting additives, is 
manufactured in a new multi- 
million dollar plant at the com- 
pany’s Smiths Bluff, Tex., refinery. 
Highway posters, service station 
display material and the Pureoil 
News Time radio show also will 
feature the oil in a campaign which 
will continue through June. Leo 
Burnett Co., Chicago, is the agency. 


Brewers Plan Convention 

United States Brewers’ Founda- 
tion will hold its 74th annual na- 
tional convention in San Francisco 
May 1-5. 


Appoints John Esquin 

John Esquin has been named 
San Francisco sales supervisor for 
Almaden-Madrone Vineyards, 
Santa Clara, Cal. 


DAY & 


... Life in the production department 


“‘Don’t order the ‘blue plate’. . might remind him 
of that last color job!”’ 
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WRITE NOW FOR COMPLETE MARKET DATA 


But don’t hesitate to order the blue plate, or red 
plate, or yellow plate from Lake Shore Photo En- 
graving ... Day and Night Service! 


LAKE SHORE 
PHOTO ENGRAVING CO. 


We, too, can give you flush mounted plates 


DRS REN ER ae 


160 E. Illinois St., Chicago 11 * Phone SU. 7-8216 « Day, Night and Saturday Service 
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WHAT IT TAKES—Andrew P. Martin, 
president of the Martin Drug Co. chain, 
holds a happy little girl and one of the 
new Baver & Black Miss Curity dolls, 
which B&B is placing in drug stores 
throughout the country. The occasion was 
Mr. Martin's gift of the doll to the 
Crippled Children’s Clinic in Tucson. 


Sylvania Will Seek 
Additional Outlets 
for its Flash Bulbs 


New York—Encouraged by its 
success in placing camera flash 
bulbs in chain food stores (AA, 
April 10), Sylvania Electric Prod- 
ucts will continue to seek new, 
non-photographic outlets for its 
bulbs. 

National Retailer-Owned Gro- 
cers Inc. of Kansas City, the buy- 
ing agency which agreed to carry 
Sylvania flash bulbs, serves Co- 
operative Food Distributors of 
America, a group of 25,000 inde- 
pendently owned stores. 


a George Connor, general sales 
manager of the Sylvania Photo- 
lamp division, said that his organ- 
ization has placed its line of Super- 
flash bulbs in almost 20,000 retail 
outlets other than photographic 
supply stores in the past 15 months. 
He said that it plans to add 22,000 
additional outlets by the end of the 
year. He indicated, however, that 
he will be satisfied with 75% of 
that number. . 

He predicted that camera flash 
bulb sales will reach 500,000,000 
units by 1955. Camera flash bulb 
sales last year totaled between 150,- 
000,000 and 160,000,000 units, he 
estimated. In comparison, he said, 
only 6,500,000 flash bulbs were 


so'd in 1937. Sylvania sells about} 


50% of the industry’s volume. 
Sylvania, he said, plans to sell 
camera bulbs in tobacco stores and 
supermarkets. To do this it is pack- 
aging assortments of popular sizes 
for merchandising in chain stores. 


steers eee eee eae aes mee y 


in the basic source 
OF MARKET INFORMATION 


Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Sylvania will conform to super- 
market methods, he said, rather 
than ask chain stores to adopt 
what the manufacturer thinks is 
the best merchandising method. 


me Terry P. Cunningham, Sylvan- 
ia’s advertising manager, told AA 
that the corporation’s current ad- 
vertising program is “substantially 
the same as in 1949,” but that new 
developments are likely as condi- 
tions warrant. Asked if this meant 
additional advertising because of 
the company’s entry in the super- 
market field, he replied in the af- 
firmative, but added that “nothing 
has been jelled on this as yet.” 
Cecil & Presbrey handles the ac- 
count. 

More point of purchase material 
is being used, he said, and is prov- 
ing its value. In particular, he re- 
ported, the company’s current of- 
fering of a photo album valued at 


$3.50 for a sleeve from its eight- 
lamp pack plus $1 and a special 
order form is drawing “exception- 
ally well.” This is the first time, he 
said, that premtum merchandising 
has been used to boost the sale of 
camera flash bulbs. 


Ferguson Promotes Stoup 

Harry Ferguson Inc., Detroit, 
manufacturer of farm implements, 
has appointed Curry W. Stoup, 
formerly advertising and _ sales 
promotion manager, as general 
sales manager. Mr. Stoup will be 
responsible for Ferguson sales in 
this country, Canada and South 
America, and will continue to su- 
pervise advertising and sales pro- 
motion. 


Joins Campbell-Mithun 

M. L. Henderson, formerly man- 
ager of the Minneapolis office of 
Bruce B. Brewer & Co., has joined 
the creative staff of Campbell- 
Mithun, Minneapolis. 


Spector Executives Shift 

William T. Malone, formerly 
vice-president and general man- 
ager of Raymond Spector Co., New 
York, has joined Victor van der 
Linde Co. Bert Schwartz, formerly 
with Spector and more recently 
with Monroe Greenthal Co., has 
rejoined Spector as assistant to the 
president. Schwartz was with Spec- 
tor when it went out of business 
two and a half years ago; Malone 
joined the firm when it was re- 
activated a year later. 


Haslam to Leave Esso 

Robert T. Haslam, a vice-presi- 
dent and director of Standard Oil 
Co. of New Jersey, has asked not 
to be a nominee for reelection as 
a director at the annual meeting 
June 7. He plans to retire in the 
fall and will continue as a vice- 
president until then. He joined 
the company in 1927 in the re- 


search department and is now in 
sales and public relations work 
there. | 


If you have | YOUNG | 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
en rr 
BuY COSMOPOLITAN 


America’s Most Exciting Magazine 


star is a celestial body 


It makes a big difference whether you spell it with a 
capital or a lower-case initial. And if it happens to be 
the name of a newspaper, you are especially careful to 


use a capital “‘S.” 


For the same reason, we earnestly request you to use an 
upper-case ““C”’ whenever you have occasion to mention 
Coca-Cola by its friendly abbreviation, Coke. A small 
“‘c” changes the meaning completely. 


And there’s another reason why we ask your co-opera- 
tion. Coke and Coca-Cola (with capital initials) are our 


registered trade-marks, and good practice requires the 
owner of trade-marks to protect them diligently. The 
upper-case letters on the names of our product are as 
important to us as capitalizing the first letter of your 


publication is to you. 


* * * 


Coke = Coca-Cola 


Both are registered trade-marks which distinguish the 


same thing: the product of The Coca-Cola Company. 


THE COCA-COLA COMPANY — 


COPYRIGHT 1950, THE COCA-COLA COMPANY 
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April Advertising Pages and Linage in National Magazines 
April | Jan-Apr. Jan-Apr. J Aprit  Jan-Apr. Jan.-Apr. | [uumeens ens 
; so 1891980 isa” 4950 «449 1950' 1949 Arias 80 1950 
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97.0 883 416.5 406.1 57,012 51,904 244,792 238,791 | Child Life ....... 0. 10 11 5.2 35 ‘440 466 2.238 1/522 
513 532 1638 1529 12203 12, 38,979 36,385 | Open Road ................ 1160s «142 33.9 37.2 4956 6,105 1,497 24,943 
398 «382 «13361252 17,065 16.3337 28s 53,728 | {Senior Prom.....-.200 02.6, 20.4 303 698 1017 8,748 1999 29,969 43,592 
2.3 . d ’ eee 604 ~ 752 ~ 2039 239.0 30,364 37,019 ~ 106,569 125,347 
: 97.6 55.9 18,204 11950 66,435 38,021 , ’ , , 
ye St Emre gut | ermry Cle Alt Cr 
1529 1738 602. : , 
1525 559.7 585.6 31,752 34,160 125,306 131183 | Comics Magazines 
ye CO gt«CBASiCMOA. «SC 9'1S,—s«saAl «577900218 9 
24.2 27.0 87.8 96.1 10,367 11577 37,652 41,248 | Fawcett Comics Group ........ 4.0 55 22.6 23.0 1512 2,079 8,538 8,694 
93 i114 26.3 33.2 3905 4895 11,330 14,247 | °*Harvey Comics Group ........ 6.0 55 12.1 1L0 62,268 = 2,079 4,573 4,158 
108 189 30.4 50.2 4,647 8,085 13,058 21,508 | Lev Gleason Publications ...... 110 6.7 39.4 222 4158 2/520 120 8,631 
105.3 889 2765 2518 44,217 37,343 116,156 105,748 | National Comics Group: 
123 «15.5 54.5 676 2758 3,482 12.234 15,138 | (Total 2 Units) .......... 7.5 9.5 37.0 50.5 2835 3,591 13,991 18,989 
Town & Country ........--+- 633 708 2349 253.9 42539 47,551 157,885 170,611 ey ERIN 4.3 4.0 20.2 27.5 1,607 1,582 7,558 395 
STG scarce ents a3 460435 0=Ss oa9-2sid9SsC«dA‘TSTA—é=iaw SAL Ss. 51470 | Blue Unit .............. 3.3 5.5 17.0 23.0 1,229 2,079 6,424 8,694 
EE recone seeckogton 81 8.6 14.7 15.7 _ 3,452 671 6.279 6,705 | Standard Comics Group ...... 4.0 4.0 17.0 16.0 1,512 ‘512 6,426 6,048 
 icacsss ¢sseuhihe 96.4 936 3903 396.2 56,683 55,037 229496  — 232,966 | **True Comics ............. 0.2 3.5 17 6.3 Cys 031: 643 2,534 
Total Group .......-.++- 279. A947 = "7,496.91,129,205 113,437 3,620,830 3,600,893 | Total Group .............. ~~ 26.5 ~ 257 ~ 1160 ~ 1lL7 10,017 9,702 ~~ 44073 ~~ 42,362 
*Not included in totals. ‘Larger page size 1950. *March-April issues combined. *Not included in totals.°March-April linage 
Women on , ui 
Boon aaeeeeeninees 78.2 1158 2623 4006 33,569 49,656 112,536 171,188 tray Wags Man Mar Dir. Nash Wah "Sen Mar dan Ma 
De n : 1950 
shakes 452 SLS 1423 155.2 19,385 22,080 61,018 66,529 1950-1949 
9 eee 49 504 «198 SL? ols 639 © soolg 5.083 | Weeklies, Bi-Weeklies, Semi-Monthlies—March 
m Stories .......++-+> . , . D 
pena 39.4 288 1247 107.6 16892 12,370 53,487 884 | American Weekly ............ 60.3 67.1 1805 1918 60,255 67,149 180,488 191,862 
~ | ) eee S50 448 = «BSS GAZ 25,634 19,200 © 78,645 70,420 | Busnes Week 005020000200") 423 29 BBL 67'S UAS.TSA 18209 Serge 568 30 
Fetiotion Picture sO 33.1 386 1202 1339 14188 16,557 51,521 422 | Christian Advocate... 25.1 17.4 64.1 5 10374 7,199 26,518 23,382 
TINIE scccescmeevees 327 372 87 1324 14008 15,958 939 56,831 | Collier's ........0000000000 135.8 2 3354 347.5 92,313 91,271 228,051 264 
True Confessions .........- 487 492 1619 .1814 20,78 21,125 69,251 SMa ssnassiberaesinesee 7) ie i aie pone 
Me cconageses 1233 1216 3766 4135 52,901 52170 161537 177,403 | tForbess 0, 37.3 284 ©1109. 91.2 15,676 12170 45,850 39,110 
emienseestes***°**"°°* 2014 184.1 3 554.7 19 78,986 789 doses accke06hchBueres 249 234 7L6 75.0 26,096 24531 75,168 78,649 
Harper's Bazar ...-.--++++-: 1021 1294 4394 497.7 64514 81,809 ; MMII ceotaoscaddsdedeseces «co 335.1 (307.1 824.5 777.2 227,884 208,836 560,666 528,457 
iigeae Senee’s Grows: 20.2 232 s os om lems lus Cm C,H RlUWDlUCUF CHE ORCC EEE 
18.7 248 76.4 88.2 8,052 646 32,779 37,849 | New York Times ; , : ; : ; 
187 248 76.4 88.2 8,052 10,646 32,779 37,849 DT Sehecsdsbisecce 184.2 175.8 3998 414.6 156,552 149,436 339.865 352,434 
20.2 23. 80.2 87.6 8657 (9,936 34,396 37/592 | New Yorker ................ 277.0 256.2 722.1 6784 118826 109,911 309,752 291.040 
26.9 24. 89.8 80.6 11568 16, 38,597 ET adnecsicciccsccccesss 39.7 398 1108 107.5 33,758 33,800 94,218 91,169 
562 546 1942 1786 24114 23,434 83,299 76,639 | Pathfinder... 2222222222222: 491 47.7 1226 1187 21, 20,448 52,575 50,912 
Saturday Evening Post ........ 345.8 367.5 875.4 936.5 235, 249,884 595,266 636,807 
Intimate Romances .......- 19.8 38.2 90.3 122.4 8531 16,425 38,790 52,599 | Saturday Review of 
Ride sccoseese 212 49-356 80.9 1223 9104 15,289 34,761 52,494 ae 56.7 459 1494 129.4 24,332 19,704 64,129 55,537 
Movie Stars Parade ........ 210 35.2 80.4 1213 9013 15,131 34,554 52,093 | Scholastic Magazines .......... 275 220 59.5 57.7 11541 9,234 25,000 24,223 
Personal Romances ......--- 236 443 1030 149.0 10,143 19,043 44,230 64,441 | Sorting News .............. 33.2 285 68.9 65.8 35,497 30,508 73,725 69,408 
Ladies’ Home Journal ..... 148.0 1536 4831 4928 100,608 104471 328,469 335,157 | This Week ................. 685 615 1786 1615 58,224 52291 151,805 137,228 
MAIS. ccacccccccces 1144 1669 3923 5614 49,095 71,619 168,331 243,  wdowe .eghn ag 280.2 3106 7811 832.5 117,701 130,444 328,085 349,663 
MeCANS 2.2... ce eeeeeeeeee a 3 py 34 try ef bg 4 eis *U. S. News & World Report .. 1188 95.4 292.1. 266.1 49,875 40,056 122,664 $111,738 
Corente baat wanes’ ea "ea 910 97.4 287.8 295.2 39,027 41,772 123; 3 ‘691 We BO ci cecac secs ++ 2,790.9 2,693.8 7,077.5 7,060.8 1,634,536 1,590,784 4,178,624 4,129,885 
*Parents’ (Pacific Coast) .... “acs — 223.8 = 439 — 96, ——— | *Not included in totals. “Five issues 1950; four issues 1949. ¢Smaller page size 1950. 
Sereenland Unit .......+---+- wenwnhmts {2 s 6B 
SOUTES  weneerenessersessss wes usa adT3 2G O87GA7—(OLLBOS '739 289,754 | Canadian National Weekend Newspapers (Rotogravure Linage) 
Today's Woman ge 37.9 5 1225 24,346 16,275 132 52,563 La Patrie ... 47.3 427 96.4 75.9 47,282 42,690 75,899 
rue Story Women’ : Presse 444 40.7 1029 81.4 44,389 40,689 102,962 81,387 
jo" o . u , 39 ’ . ’ , " 
Radio & Television Wirror -. 705) 4G7«—«ASL7~—«6K'3 BONS 20,028 «©5110 «Poros. | ‘Standard woe 423 478 1038 (925 42316 47,786 103,792 92,499 
ReAIS .ccccccccesss 29. 5 329 N24 ie. 8 12,668 “119 48,105 51,420 Star Weshly ..cccscccccccecs 67.3 55.6 159.1 133.8 64,253 52,831 151, 127,162 
RRA Epp Y \ “ y Total <TR mee i , y i 
deadbeat 30.2 39.7 1193 1387 12.953 17,042 51,204 59,540 > Se 201.3 186.8 462.2 = 383.6 198,240 183,996 454,603 376,947 
IEEE cscscssccessess 67.8 (761 2299 237.4 29,068 32,655 98,600 101,827 ; re) 
Vogue (2, issues) Deialescaney 158.0 1855 650.4 753.8 99,828 117,239 411,002 476,392 April = April’ = Jan.-Apr. Jan.-Apr. April April — Jan.-Apr.  Jan.-Apr. 
Sentimest Edition ....66-- 430 37.3 1499 429 17,910 16,027 63,732 989 | Conadi 1950 1949 1949 1949 1950 
*Northwest Edition ........ 2 30 «61828 =A 16404 15424 6.968 47,781 anadian 
Weal Editions. --......... . 608 $53 237.4 2068 26,097 23,705 101,858 —_88652 | Canadian Home Journal |... - 529 SL3 1430 147.7 35,957 34,898 _97,182 
Woman’s Home Companion .... 90.7 96.1 303.8 310.8 61,693 65,369 206,538 211,379 — omes & Gardens .. = ~ 7° =e aes me 116,909 114,633 
Total Group .....-....... Z338.7 2574.0 “7,948.6 “8,742.5 1,156,977 1,294,164 “4,001,073 4,414,332 | ‘Waciean's (2 issues) |! 627 764 1962 2181 42658 SL97S 133397 «1483 
*Not included in totals. “Smaller page size 1950. EEE Ciaran sesnees s2 16 — — 308 “4209 #— a 
Outdoor nee Be Ot Re Be se Se 
noes okeie 471 5SL1l 1850 1919 20,189 21,932 79,354 ; ned timerens es soe " d , »453 
American Rifleman ....-----» sa 939 dens nga Soees asym) algae Revue Moderne, Lae. 2. 0... 311 35.6 91.9 1025 21175 24,214 62,457 69,668 
ig a Pihing occ) «R293 993 akese 5873 © ABs aateag | French tition MS 365 2040 1130 13013 6643 57,128 20, 
Outdoor Life ............005 75.1 782 227.1 237.6 32,219 33,549 97,423 101,920 English ion... = . = an AY 854 21,931 
Outdoorsman .........--..++ - 20 25 92.9 90.5 12,442 10,930 887 ,779 | Revue Populaire, ..... 35.5 9 96.5 , 899 = 67,520 : 
Sports Afield ..-.-.---++ee: 910 89.9 2464 2563 39,041 568 712 ; *jSamedi, Le.......... 411 355 84.6 77.7 28,738 24876 59,171 394 
“398.7 T1995 ~12427 168,182 “171,037 ~ 514,494 ~ 533,163 | Total Group .......... 6 479.9 14702 “1,351.9 249,368 271,550 ~ 721,106 ~~ 748,229 
*Not included in totals. {jMarch linage. 


April Advertising Pages and Linage in Farm Publications 


Current Month Com- 
mercial Display Ex- 
cluding Poultry, 
-—Total Advertising, In Pages— -——Total Advertising, In Lines————. Classified and Live- 
April April Jan.-Apr. Jan.-Apr. April April | Jan.-Apr. Jan.-Apr. stock, In Lines 
1949 1950 1949 1950 1950 1949 
Farm Magazines 
s Farmer ... 62.0 65.3 2221 2313 42,157 44,422 151,031 157,310 40,133 42,750 
Country Gentleman 118.0 130.9 418.6 450.8 ,830 89,039 284,667 306,536 78,763 86,016 
Farm Journal ........ 108.8 1225 418.4 427.2 659 52,573 179,463 183,297 43,578 181 
4*Farm & Ranch 
With Southern Agriculturist 
Western Edition ... 43.5 —— 2132 —— 41,537 — 156,655 — 37,024 — 
Eastern Edition .... 611 —— 19012 —— 29,547 — 117,542 — 26,620 cee 
*Progressive Farmer: 
Carolina-Va. Edition 95.4 88.3 359.6 3214 64,315 244,593 234,064 60,678 59,738 
oa.-Ala. Fin, haa 97.0 86.2 367.8 3225 65,960 62,756 250,106 234,782 62,074 517 
y.-Tenn.-W. Va. 
a a shteene 93.86 85.2 3528 313.5 63,816 62,038 $237,208 228,242 59,778 57,694 
$s.-La.-Ar 
ME. déiceeice 7 86.0 349.2 310.2 63,026 62,600 237,413 225,760 58,692 57,619 
Texas Edition ..... 1 916 3715 330.4 ,067 66,709 252,677 240,576 62,988 572 
*In all 5 Editions . 83.5 768 310.8 275.9 56,754 55,921 211,333 200,834 54,238 53,195 
*Aver. 5 Editions .. 95.8 87.5 359.4 319.7 65,154 63,683 247,399 232,681 60,842 ,028 
i Farming ... 124.1 126.9 427.8 4219 55,861 57,115 192,518 189,315 54,428 55,649 
Swceg's 892.8 882.9 3,287.8 3,129.2 551,278 561,567 2,029,676 1,999,882 521,112 529, 


publications 1949. *Smaller page size 1950. 


—Total Aduriisien, In Pages— 
April April Jan.-Apr. Jan.-Apr. 
1950 1949 1950 1949 
Monthlies 
Agricultural Leaders’ 
Di Senteesetee GOH GAR 95.3 112.6 
American Fruit 
eer 30.0 29.7 149.3 146.0 
American Poultry Journal: 
ern Edition .... 51.2 43.9 238.9 226.7 
Central Edition .... 45.8 361 2023 186.8 
Western Edition .... 39.0 29.9 1719 155.0 
*In all 3 Editions .. 37.2 286 160.6 1416 
Arkansas Farmer ..... 145 10.4 60.0 44.9 
Better Farming 
SS Pea 36.5 36.0 1702 1448 
fk. eae 18.2 18.1 81.6 80.0 
Breeder’s Gazette .... 24.0 217 90.2 91.3 
California Citrograph .. 9 284 106.1 108.9 
1*Carolina Co-operator 10.6 =  —_—_—_— 
Cattleman, The ..... . 70.2 81.7 357.4 404.8 
Electricity ‘ 
on the Farm ...... 16.8 23.1 50.2 70.7 
Farmer-Stockman 40.5 417 1563 152.1 
Florida Cattleman 38.9 34.2 183.9 172.0 


April = April 
1950 86194! 

4,788 4,536 
12,793 12,689 
21,953 18,867 
19,637 15,512 
6,708 12,834 
989 12,292 
11,041 7,858 
15,639 15,448 
7,637 7,610 
10,782 9,772 
18,774 19,096 
4,500 ot 
29,484 34,324 
5,973 8.240 
30,763 31,664 
338 14,351 


Jan.-Apr. Jan.-Apr. 
1950 1949 


Current.Month Com- 
mercial Display, ex- 
: cluding Poultry, 
-————Total Advertising, In Lines————. Classified and Live- 
stock, In Lines 
1950 1949 


Adve 
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- 
jae 
ag 18,682 22,127 «4,788 = 4,536 
ve 63,628 62,306 12,543 12,441 
pa 102,471 97,331 14,117 13,268 
ee 86,800 80,168 14,142 10,510 
fe 73,695 66,507 12,758 9,437 
2 68,955 60,748 12,268 8,991 
is ; 45,437 34,044 10,352 7,274 
a | 
e. 72,985 62,104 15,639 15,448 
oe | 34,324 33,337 7,637 7,610 
oe 40,593 41,113 7,740 7,680 
“e { 71,330 73,129 7 18,886 
‘7 150,110 170,102 18,263 21,315 
a 17,892 25,295 5,973 8,240 
ne : — - | 118,869 115,595 27,766 28,614 
a . e 77,209 72,248 11,825 7,879 
ee i ee ee ee ee 


1950 
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ee 


Advertising Age, April 17, 1950 


—Total Advertisi 


April April Jan.-Apr. 
1950 1949 
*Florida Grower ..... 219 24 —— 
‘Idaho Granger ...... 96 12.7 _ 
Kentucky fa 24.4 25.2 95.2 
Michigan F. 2.4 2.8 9.5 
National Live ' stock 
Mahmidis 60 10.3 6.0 46.4 
1*Nation’s 1, yy 87 10.7 264 
a sd Farm and 
cen amuagiene 50.3 480 1928 
oni F Farm Bureau 
Reba ot) coos 13.9 13.5 47.6 
Pacifie Poultryman .. 43.4 37.46 1810 
Poultry Tribune: 
Eastern Edition .... 57.4 56.5 284.5 
Central Edition .... 50.3 482 237.0 
Western Edition .... 43.3 42.2 208.3 
- *In all 3 Editions .. 40.4 39.1 189.6 
n Farmer ..... 8.3 8.2 42.5 
Southern Planter .... 35.6 318 138.5 
Turkey World ....... 45.2 42.3 262.0 
Western Dairy Journal. 40.5 48.9 1718 
Western ae exe 
a “Acusbsgeee 100.5 388.6 
*Wyoming Stockman- 
oa abhdeieose 16.3 _10.6 


otal Group ...... 990.1 969.7 Prscx} 
ont included in totals. ‘March linage. 


Newspaper Monthly Farm Sections 


Towa og & Home 


en i 
als PRES 26.2 
Farm News ....... 16.4 22.9 67.1 
Total Group ...... 521 525 i852 


-—Total Advertising, In 
March March Jan-Mar. 
1950 1949 1950 


Semi-Monthly—March 


American Agriculturist. 36.0 365 716 
Colorado Rancher ai 
rrr 36.9 36.4 89.0 
Dakota Farmer ...... 71.2 80.6 180.6 
kf ae 77.3 €5.2 2113 
Hoard’s Dairyman 50.6 47.7 137.7 
Idaho Farmer ........ 48.6 57.3 127.8 
Indiana Farmer’s Guide 29.6 32.2 83.3 
Kansas Farmer ...... 451 52.8 1161 
Michigan Farmer ..... 57.5 57.1 153.9 
Missouri Farmer ..... 7.5 6.7 22.7 
Missouri Ruralist .... 40.9 39.4 1017 
Montana —_ neanen 60.9 585 137.5 
Nebraska Farmer ..... 82.1 89.5 220.2 
New pad “Hemodiond 50.0 53.2 125.7 
Sskeceas 62.0 67.7 163.4 
Ay “former dante 48.0 56.4 125.7 
Oregon Grange Bulletin. 17.5 12.2 43.9 
Pennsylvania Farmer .. 58.6 55.9 161.3 
Prairie Farmer ...... 84.8 84.9 217.3 
Utah Farmer ........ 32.7 40.9 77.0 
bg Farmer & Iowa 
Pee 89.0 89.5 236.6 
Washington Farmer ... 47.8 55.7 125.5 
Western Farm Life ... 36.0 40.4 103.3 
**Herdsmen Edition. 16.7 15.1 149.3 


onth Com- 


Current M 
wereial Display Ex. MAGAZINES 
Total. Advertsi In Liens Gael dan tie 
VvVrvr “we n je 
yoo it April  Jan.-A Jan.-Apr. Lines Sth 
ise i350 ‘tba 1950 19491980 ‘ahi mete = a 474, 958 |MA - 944,620 
aan 13,919 — 4438 13,304 4 MAR R Reaee Bey 
ye wae he 1639,/68  |MAR Bese 5/7 6// FEB. Bet 9022/6 
94.6 19,087 19,721 74,595 74,128 978 16,983 TREND Fi. ” ‘ad 
8.7 5,783 6,452 21,47. 20,97 5,663 6,312 56 i 567 APR 46 2. 434 MAR. 997 O59 
37.9 7,516 4,331 33,746 634 7,281 4,071 
30.0 3925 4814 779 13472 3925 4814 WEEKLIES DAILIES CANADIAN 
196.4 22,639 21,605 86,766 88,433 17,041 17,018 1950 
4 S28 $08 21,400 23,102 5,748 5.659 147888 "\WaRE 90535 MAR oe 29/,755 | MAR, 567,658 
a F - ‘ 140,863 FEBR.EY 60,859 FEB. Reed 254,097 | FEB. 405./§7 
265.0 24,642 24,263 080 113,731 16,860 16,245 
et ies ee as ieee eee | ee rr mn se 
176.0 17,341 16,792 81,364 5503 13754 13,352 | | MAR 47,191 9/,854 266,074 i) 567 12/ 
40.7 9,132 9,089 46,915 44.975 7,532 8,849 
1419 24,907 22268 96,921 298 22,782 20463 Current Month Com- 
245.2 19,389 18.128 112,418 139 10,693 10,871 a 
167.7 16,996 20,538 72,131 70,465 11,105 9,583 cluding Poultry, 
cq Total Advertising, In Pages Total Advertising, In Lines———~ Classified and Live 
456.0 36,302 42,266 163,230 190,401 18,158 15,139 March March Jan-Mar. Jan-Mar. "March Mar ao eee 
9,490 11,808 7,826 1950 1949 1950 1949 1089 1950 1949 1950 1949 
: Wisconsin Agriculturist. 65.3 70.5 163.7 1819 51,186 55,264 128,316 142,559 47,096 51,477 
(EE TASS WLAN TONS TUEAT 362509 Se Total Group ..... 1235.9 1307.2 51968 54305 944,620 997,059 2444449 2618078 #10,025 71.977 
*Herdsmen edition only. This issue also includes all linage carried in Western Farm Life. 
Bi-Weeklies—March 
98.8 29,289 27,180 98,153 29,107 26,438 Arizona t Farmer +. 63.6 658 170.8 1816 48,075 49,779 129,176 137,379 44,787 46,813 
M7 tae teat toot a tees mee | Sores: BS BS IGE Ist Gee a ae es ome oT 
rm Jon... f 5 ” ’ 5 . 
ee 17,472 24,444 72,352 _79,582 12,862 22,576 | pairyman’s League News 13.8 10,025 8125 28,708 19,983 9,194 6,502 
6 55,726 196,867 204171 50,299 53,116 | total Group ..... 12585 OTF sie suas 544,620 997,059 2,444,449 2,618,078 810,025 871,977 
‘ Current Month Com- 
‘ mercint Display te, | Weeklies—March 
cluding Poultry, “ae Kansas 
Pages— © ———Total Advertising, In Lines———. Classified and Live- YY _ = 36.7 37.3 77.7 86.7 90,535 91,854 191,541 213,682 70,085 68,794 
dan.-Mar. March March Jan.-Mar. Jan.-Mar. stock, In Lines “Five issues both 
Dailies—March 
Chicago Daily Drovers 
90.3 26,174 26,577 52,092 65,762 22,389 23,147 t cay rr 319 316 100.1 987.5 67,842 67,235 213,016 186,248 35,249 38,438 
ansas Ui a 
81.7 27,865 27,541 67,231 (61,772 23,639 23,525 Drovers Telegram .. 45.0 40.5 122.0 104.1 95,717 86,193 259,606 221,600 57,660 52,135 
203.3 55,851 63,216 141,651 (502 50,275 58,186 | Omaha Daily Journal- 
2215 60,572 66,816 165,589 173,720 51,299 57187 | Stockman ......... 35.8 326 1187 1048 76,138 69,360 252,681 223,009 48,976 43,284 
145.7 36,856 34,733 100,272 106,088 31,097 29,020 | St. Louis Daiiy Live 
146.1 36,769 43,308 96,680 120,479 33.605 40,113 R . 245 203 735 63.6 52,058 43,286 156,445 135,398 33,252 28,244 
wee fan a Sis. tae mee ue Total Group ....... 137.2 125.0 4143 360.0 291,755 266,074 881,748 766,255 175,137 162,101 
158.4 44,132 43,866 118162 121,688 36,282 36,647 | Canadian 
110 31.090 25. 7 | TY'308 Tegal 20965 24'sas | **Canadian Countryman 54.2 48.8 1231 1213 37,971 34,124 86,223 84,881 29,643 26,971 
159.5 46,072 44,227 104,014 120,972 35,427 38,019 | Country Guide, The... 57.3 53.9 1862 1740 41, 38,803 133,980 ‘ 41,247 38,803 
222.7 62,019 67,671 166,363 168,358 51,722 57,537 | **Family Herald & 
126.6 35,094 37,254 88,024 88,649 26,236 27,808 Weekly Star 
172.9 47,644 52,000 125,524 132772 41863 46.003 Eastern Edition .... 131.5 119.7 297.8 279.2 131,475 119,674 297,789 279,249 97,894 87,071 
140.6 36,308 42,630 95,064 106,284 3,144 39,435 Western Edition .... 116.4 102.2 263.5 243.2 116,383 . 263,496 243,259 93,376 80,122 
37.1 19,040 13,258 47,712 38696 19/040 13258 | Farm & Ranch Review. 288 30.6 99.8 95.2 20,708 22,047 71,884 68,513 20,032 19,182 
1636 Gites Geese e817) 125673 50,083 96,169 | “TEM caie .-. S36 SR9 1906 1922 37548 57,298 91,460 92,484 2.7? 90,169 
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Mercury Splits Outdoor Showings Among 
Two Stars to Achieve ‘Double Impact’ 


DetroiIr—A “double impact” 
outdoor campaign, in which a 
movie actor and actress will be 
featured simultaneously on sepa- 
rate posters, has been developed 
by the Lincoln-Mercury division 
of Ford Motor Co. 

The first of the series, featuring 
Betty Grable and Clifton Webb, 
will go up on about 6,000 24-sheet 
locations in all major Mercury 


marketing areas late this month 


and early in May. 

With postings staggered so that 
both the Grable and the Webb 
posters will get equal exposure, 
Robert F. G. Copeland, advertis- 
ing and sales promotion manager, 
thinks he has something new in 
outdoor advertising. 


a “This is not a so-called institu- 


207 N. MICHIGAN AVE., CHICAGO 1 > 


FRANKLIN 2-5854 


Loliins 
Miler and 


hutchings 


INCORPORATED 


tional campaign,” he says, “but a 
direct selling approach linking mo- 
tion picture personalities with the 


Reeves to Gregory & House 
Marion Reeves, formerly direc- 
tor of research of Capper-Harman- 


Slocum, has been named research 
director of Gregory & House, 
Cleveland agency. 


Mercury product. A headline ap- 
propriate to both star and car is 
used in each case to dramatize an 
important Mercury feature. 

“The main caption on the 
Grable-Mercury board, for ex- 
ample, says ‘Gorgeous as Grable,’ 
while that half of the showing de- 
voted to Webb reads, ‘Wonderful— 
like Webb.’ ” 

In practically all cases outdoor 
showings are timed with national 
release of the players’ latest pic- 
ture, which is mentioned on the 
panels. Special tie-in promotions 
will be staged locally by Mercury 
dealers and movie exhibitors, and 
miniatures of the posters will be 
displayed in dealer showrooms. 


Los Angeles TV Viewers 
Again Get Wrestling 


Los Angeles TV viewers are 
again getting telecasts of Los An- 
geles area wrestling matches. They 
had been cut off two months ago 
when the wrestlers, who work on 
a percentage of the gate, claimed 
the telecasts were ruining attend- 
ance. At that time five stations 
were carrying the matches. 

MCA, which now represents the 
wrestlers, offered two nights of 
wrestling, which were picked up 
by KECA-TV for Hoffman Radio 
Corp., and by KTLA for the Ford 
dealers. The stations each paid 
$2,000 for the rights. During the 
hiatus locally, most Los Angeles 
stations carried tele-transcriptions 
of bouts in other cities. 


Lightstone Opens Office 


Sidney Lightstone, formerly ac- 
count executive of Grey Adver- 
tising Agency, New York, has 
established his own office as sales 
promotion and advertising con- 
sultant to work with manufactur- 
ers whose distribution is through 
department stores, chain stores and 
specialty stores. He has opened 
temporary offices at 415 Lexing- 
ton Ave., New York. 


YOU CAN’T AFFORD TO OVERLOOK 


redler Akron 


(Akron, Barberton and Cuyahoga Falls) 


And best of all, The Beacon Journal is the 
ONLY newspaper covering this rich market. 
Figures prove there is no substitute. 


Barberton and Cuyahoga Falls . are just 
across the street from Akron on the North 
and South and should be considered part’ 
of Akron in your market plans. 
balance of Akron’s Retail Trading Area 
and you have a total population of 530.377 
and an Effective Buying Income of over 
800 MILLION DOLLARS! 


Add the 


AKRON BEACON JOURNAL 


John S. Knight, Publisher @ Represented by Story, Brooks G Finley == 
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John Wood Changes Name 


John Wood Mfg. Co., manufac- 
turer of gas and electric water 
heaters, range boilers, storage 
tanks and related sheet steel prod- 
ucts, with executive offices in New 
York, has simplified its corporate 
name to John Wood Co. Service 
Station Equipment Co., a subsid- 
iary, now is known as John Wood 
Co., Bennett Pump division. Su- 
perior Metal Products Co., St. 
Paul, becomes John Wood Co., Su- 
perior Metalware division. 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 
There's untold wealth at your elbow! 
15 million Negroes on 10 billion 
dollars a year on every type product 
Reach this big buying | ublic —roue 

oe Negro sare press. ] For in armasion wre te 


Fifth ke, N. Y., serving yb tL. - 's 

leading advertisers over a decade. 

NOTE We now have facts compiled by the 
; Research Co. of America on ae 


Sigma Names Gillise 
General Sales Manager 
Frank Gillise, formerly general 


sales manager of Laco Products, 
Baltimore, and prior to that 
general sales 


manager of Par- 
ker-Herbex Co., 
Stamford, Conn., 
has been ap- 
pointed general 
sales manager of 
Sigma Products 
Corp., New York, 
manufacturer and 
distributor of 
Breath - o - lator. 
Mr. Gillise has 
announced that 
he plans to ap- 
point sales agencies throughout 
the United States for Breath-o- 
lator. 

Buchanan & Co,, New York, was 
recently appointed to direct the 
advertising of Breath-o-lator. 


{ 


a. 


Frank Gillise 


New Agency Opens Offices 
Mitchell L. WerBell & Associ- 
ates, Atlanta, has opened offices 
at 70 Fourth St., N.W. Mr. Wer- 
Bell, formerly advertising man- 


"lager of Rich’s Inc., will handle 


Job Without Glory 


I’ve seen a golfer’s lifetime thrill— 
Shooting a hole-in-one. 
The diamond’s hero now and then 
Slams out a four-base run. 
I’ve read about a bowler rolling 
Three hundred for a score. 
I’ve even heard a poker player 
Boast of holding aces four. 
The papers tell of wonder teams 
That never lost a game. 
Many believe-it-or-not champs 
Clutter up the hall of fame. 
But in this age of self-styled experts 
And researchers analytic, 
Has an adman ever sired copy 
That suited every critic? 
—S. E. “Tony” Voran, 
Advertising Manager, Parker 
Appliance Co., Cleveland. 


Note: AA welcomes, but does not pay for, poems from 
readers. Let’s have your comment in verse on the ad scene. 


trade and consumer advertising, |motion and new product develop- 
and act as consultant on sales pro- | ment. 
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MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


Spring bonnets, like Spring sales, are built 
on both plain and fancy combinations. As 
for the chapeaux, we'll cast our vote for 
fancy every time . . . but when it comes to 
the season's sales results, we suggest a 
more down to earth approach. In the bil- 
lion and one-half dollar Memphis’ Market 
the ONE Right Combination is your two 
Memphis newspapers — today reaching 
more than 313,257* families. It's easy to 
win sales with the RIGHT COMBINA- 
TION, with an optional daily combination 
rate saving of 13c per line. 


*ABC Publishers’ Statement, 9-30-49 


Scripps-Howard Newspapers 


Advertising Age, April 17, 1950 


Few Men's Clothes 
Makers Advertise; 
Dun Reports Study 


New YorkK—In the men’s cloth- 
ing industry relatively few manu- 
facturers promote their own gar- 
ment brands by means of radio, 
newspapers, magazines or televis- 
ion, according to a survey made by 
the business information division 
of Dun & Bradstreet. 

Fewer than 100 of the industry’s 
approximately 1,400 cutters ad- 
vertise, the survey shows. Yet 
those relatively few manufacturers 
of tailored clothing, the study 
points out, account for a full third 
of the industry’s $1 billion-plus 
volume. 

The survey is not concerned with 
which came first, the large volume 


or the advertising. Instead, it con-* 


cerns “how much influence ad- 
vertising has had on the individual 
consumer.” 


Retailers were asked, “What per 
cent of your customers specify a 
particular brand?” 

Answers revealed, the report 
says, “that a big job remains to 
be done in establishing brand pref- 
erences, since more than half of 
the stores cdvered said that less 
than one customer out of ten speci- 
fies a desired brand of suit, coat, 
or slacks. 

“However, from a retailer’s 
point of view, even a moderate 
demand for a particular brand may 
be persuasive in his decision to 
stock that line and, of course, to 
sell it to customers who specify it 
and to other customers as well. 

““Many customers consider brand 
important even though they do not 
specify a particular brand,” the re- 
port points out. 

“As might be expected, particu- 
lar brands are called for more of- 
ten by customers for suits than by 
purchasers of outer coats, sports 
apparel or slacks. Brands are more 
important in the higher priced 
lines than in popular or medium 
priced garments.” 


Sherwin-Williams of Canada 
Promotes Four; Adds One 


Joseph H. Hawkins, sales man- 
ager of the Ontario division, has 
been appointed executive assistant 
at the head office in Montreal of 
Sherwin-Williams Co. of Canada. 
He will be succeeded by A. E. 
Baker, formerly assistant sales 
manager for Ontario. George 
Leonidas, assistant manager of 
branches, has been named manager 
of the branches division. 

James Taylor has joined the 
company as assistant to C. W. Bak- 
er, general sales manager in Mon- 
treal, and Kenneth A, MacKenzie, 
who has been assistant advertis- 
ing manager of the institutional 
division, has been made manager 
of the Lin-X Home Brighteners 
division. 


Father's Day Council 
Announces Ad Contest 


The Father’s Day Council, 50 E. 
42nd St., New York 17, has an- 
nounced an advertising contest for 
writers of magazine and newspaper 
Father’s Day ads. There are no 
special regulations—the ads can 
carry whatever copy or illustra- 
tions the writer sees fit to use. The 
prizes will be United States Sav- 
ings Bonds—lst prize, $50, and 2nd 
and 3rd prize, $25 each. The dead- 
line is June 30. 

The council will hold its inter- 
industry award luncheon May 25 
# = Waldorf-Astoria in New 

ork. 


Porter Joins Standard 


Porter Poster Service, Richmond, 
Ind., has rejoined Standard Adver- 
tising. The Porter company, which 
operates in Indiana and south- 
western Ohio, was a charter mem- 
ber of the original Standard group. 
Standard, a non-profit organiza- 
tion devoted to promoting interest 
in outdoor advertising, now com- 
prises 18 companies operating in 
21 states. 
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BYLINE—This Chevrolet ad in American 
Magazine, Good Housekeeping and 
Household carries the byline of Ruth 
Warren of Campbell-Ewald, who wrote 
the copy. But her name does not appear 
in the ad in Better Homes & Gardens. 


Agency Copywriter’s 
Byline Graces New 
Chevvy Magazine Ad 


Detroit—Three series of spe- 
cialized ads for Chevrolet, one for 
women’s magazines, another for 
Holiday and the third for Town & 
Country, have been inaugurated in 
April issues. 

All of these programs feature 
an unusual approach to automobile 
advertising, according to Bill Pow- 
er, Chevrolet advertising manager. 

The women’s magazine series, 
illustrated with pictures of cars 
and interiors in four colors, fea- 
ture newspaper-type approach to 
the selling message. They carry 
the byline “By Ruth Warren,” the 
actual name of the Campbell- 
Ewald Co. copywriter who wrote 
the story. 


s Curiously, the first of these ads 
also appears in the April Better 
Homes & Gardens, without the by- 
line. No explanation was given as 
to why the ad appeared without 
the Warren credit in BH&G. 

“What’s New About the New 
Motor Cars” is the headline on the 
first of the women’s magazine ads, 
which will appear in the April 
issues of American Magazine, Good 
Housekeeping and Household. The 
second of the series, to appear in 
the same magazines in May, tells 
how driving “can be fun” in the 
new Chevrolet, “the only car in 
the low-price field offering a 
choice of automatic drive.” 


a The Holiday series features 
famous American tourist attrac- 
tions and asks the reader which 
he would choose as his favorite. 
The April ad, for instance, is 
headlined: “Which would you 
choose as America’s most beauti- 
ful boulevard?” 

Direct four-color reproductions 
from kodachromes show Michigan 
Boulevard, Chicago; Wilshire Blvd., 
Los Angeles; the White House on 
Pennsylvania Ave., Washington, 
and Broad Street, Philadelphia. A 
drawing of the car on Fifth Ave., 
New York, is the central figure. 

The second Holiday ad, to ap- 
pear in May, features similar treat- 
ment of “America’s most beautiful 
lake”; the third will feature favor- 
ite beaches. 


a The Town & Country series, ad- 
dressed to the “man about busi- 
hess...the sportsman—the vaca- 
tioner...the vagabond,” features 
the luxury cars of the Chevrolet 
line such as the Bel Air, the con- 
vertible, the all-steel station wagon 
and the Fleetline DeLuxe. 

Future ads in the same series 
will show one of these models in 
color, together with a b&w photo- 
graph of glamorous people en- 
gaged in such pursuits as going 
to parties and attending fashion- 
able shows. 


New ‘Twistube’ 
Container for 
Toiletries to Bow 


New YorK—A new type of con- 
tainer for packaging toiletries, de- 
odorants, medicinal and household 
creams and waxes, has been placed 
on the market by the General Cap 
& Container Corp., New York. 

Called the Twistube, the con- 
tainer consists of a plastic (poly- 
ethelene) sac within a hard cyl- 
inder. By turning the bottom of the 
container, as though unscrewing a 
cap, the ingredient within the sac 
is forced up and out like tooth- 
paste, leaving the cylinder intact. 

The container stands on its base, 
and, with wrap-around labeling, 
offers display surface for trade 
and product identity. It was de- 
veloped by Lippincott & Margulies, 
New York industrial designer. 


Hays Corp. to Proebsting 


The Hays Corp., Michigan City, 
Ind., manufacturer of combustion 
and industrial instruments and 
controls, has appointed Proeb- 
sting, Taylor Inc., Chicago, to dir- 
= its advertising, effective April 


Underwood Names Fitzpatrick 


R. G. Fitzpatrick, director of 
public relations, has been ap- 
pointed director of the newly 
formed sales coordination divi- 
sion of Underwood Ltd., Toronto. 


Carlin to Perkins Agency 


Tobin C. Carlin, formerly vice- 
president of Reid, Carlin & Co., 
Indianapolis agency, has been ap- 
pointed vice-president of A. L. 
Perkins & Co., Indianapolis. 


Eke Joins Bauer Agency 

Robert John Eke has joined the 
art staff of Adrian Bauer Adver- 
tising Agency, Philadelphia. 


NBC Promotes J. R. Myers 


J. R. Myers, National Broadcast- 
ing Co. television controller, has 
been appointed assistant to the 
director of television operations, 
NBC, New York. He will continue 
~ television controller temporar- 

y. 


Hetfield Named President 


Alvin J. Hetfield, formerly head 
of his own management and sales 
consultant organization, has been 
appointed president of Van Diver 
& Crowe, New York. He succeeds 
Vernon H. Van Diver Sr., who will 
be executive vice-president. 


- 1F YOU WANT 
SELLING 
_ COPY & 
® use an experienced ® 
* MAIL ORDER ® 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


Plaza 7-1355 


COMMERCIAL 
FISHING 
INDUSTRY 
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VV MORE ADVERTISING SPACE 


V MORE INDIVIDUAL ADVERTISERS 
. in any other 
Fishing Magazine 
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WE MAKE SURE DEALERS 

ARE STOCKED BEFORE 
ADVERTISING 

BREAS ? "Ci 


CAN LOCALIZE Youre SELLING 5 


There’s one sure way to get a 
dealer to stock your product in 
advance of the appearance of 
your advertising—that’s to: in- 
duce him to stock a supply, with 
the understanding that you'll 
list his name in your advertise- 
ments in his /ocal farm paper. 


TWO-WAY ADVANTAGE 


You can point out that two factors 
will be working in his favor: 1. 
Prospective customers in his 
locality will read the advertising 
in their own, preferred farm paper. 
2. These prospects will know 
exactly where to buy—they’ll see 
his name. 


yaa 


seed 


PRACTICAL ONLY IN 
LOCAL FARM PAPERS © 


It’s obvious that in most cases it 
is not practical to list dealers in 
national farm magazine advertis- 
ing. The opportunity to list your 
dealers is one of the advantages 
of aiming your advertising at spe- 
cific local-area markets—reached 
best in the Midwest by the five 
papers of the Midwest Farm 
Paper Unit. 


ADD DEALERS 


Offering to list a dealer’s name in 
your advertising is an excellent 
way to line up mew ones. Your 
offer can be the wedge that opens 
new and profitable sales channels. 


' for the imprinting of 


EXTRA HELP 
FOR SELLING 


Merchandising helps 
are available, at cost- 
of-imprinting, from 
the Midwest Farm 
Paper Unit. Unit pa- 
pers have a choice of 
self-mailing folders 
and broadsides ready 


your ad. Ask to see the 
AD-BOOSTER KIT. 


JUST ONE... 


When you advertise in the Unit, 
all you need is one insertion 
order, one plate. And buying the 
Unit can give you rate savings 
up to 15%. 


Call your local Midwest representative. Midwest offices at: 250 Park Avenue, New York... 59 East Madison Street, 
Chicago...542 New Center Building, Detroit . . . Russ Building, San Francisco ...1324 Wilshire Boulevard, Los Angeles. 


NEBRASKA FARMER + PRAIRIE FARMER + THE FARMER + WALL 


“FARMER & IOWA HOMESTEAD « WISCONSIN AGRICULTURIST and FARMER — 
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Information for Advertisers 


No. 3579. New Appliance Retail 
Techniques. 

What new merchandising meth- 
ods and sales techniques have 
electrical and gas appliance deal- 
ers developed in the past year to 
move more refrigerators, ranges, 
television sets, etc., in the face of 
a buyers’ market? What about dem- 
onstrations, trade-ins, giveaways, 
rentals, free trials, coin meters, 
and cut prices? Answers to these 
and many other questions are 
given in McCall’s new book, “Ap- 
pliance Retailing in a Buyers’ 
Market.” 


No. 3581. Analysis of Prize-Win- 

ning Industrial Campaigns. 

“How Industrial Advertising 
Helps Make Sales” is a new book 
offered by Putman Publishing Co., 
briefing and analyzing ten prize- 
winning industrial campaigns. In 
each case, the sales problem and 
objective is specified, the means 
used detailed, and results proved. 
A useful guide, handbook, and 
checker-upper for account men, 
copywriters, sales and advertising 
managers. 


No. 3587. Auto Facts in Philadel- 

phia. 

The Philadelphia Inquirer offers 
a new book, “Philadelphia Auto- 
motive Facts,” covering compar- 
isons of new passenger car sales 
during 1949 against 1948 for each 
of the 20 major business and eco- 
nomic areas in the city, as well as 
figures on commercial vehicle 
sales. 


No. 3586. How to Influence Sales- 
man’s Wife. 

Based on the principle that the 
morale of the wife stands behind 
the morale of the salesman, Bel- 
nap & Thompson, incentive agency, 


Note: Inquiries for items listed above 


has developed a new program 
which is described in a portfolio 
entitled the “MRS. Incentive Cam- 
paign.” The program is designed 
to reach the wife and children, 
giving the salesman psychological 
support in depth. 


No. 3588. Route Lists for Man- 
itowoc and Two Rivers. 

The Manitowoc Herald-Times 
and the Two Rivers Reporter offer 
route lists of food stores and drug 
stores for their two communities. 
Chain affiliations are given, and 
meat markets identified. 


No. 3589. Data For Rocky Mount, 
North Carolina. 

The Rocky Mount Telegram of- 
fers a new “Standard Market 
Data” file folder prepared in con- 
formity with the forms of the 
ANPA and Four A’s. 


No. 3590. New Directory of For- 

eign Language Publications. 

Waxelbaum Advertising Com- 
pany, New York, offers a new 
“Directory of Foreign Language 
Publications in the United States.” 
It lists 187 papers printed in 29 
languages, published in 21 states, 
with a total circulation exceeding 
3,000,000. Details of Waxelbaum’s 
translation and production serv- 
ices are included. 


No. 3591. Quality Analysis of Mag- 

azine Circulations. 

U.S. News & World Report offers 
a new analysis of quality of cir- 
culation of business and news mag- 
azines as based on circulation 
sources. To explain the rationale 
of the analysis, there is included 
a reprint of the business and news 
magazine section of the recently 
published ANA “Magazine Cir- 
culation Analysis, 1937-1948.” 


will not be serviced beyond May 29. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 Chicago 
Top notch Commercial Artist for adver- 
tising agency in Colombia, South America. 
Transportation paid. Two year contract. 
Write or contact Edwin Seymour, 270 Park 
Avenue, Suite 9-L, New York 17, N. Y. 


ACCOUNT EXECUTIVE: 
man who can get new business. Best 


ever. 
Box 3079, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Ask for ELINOR KENT 
Open 
Open 


TV CONTACT & SERVICE 
Exper. spots and production 

ADV. MGR. -Retail Fashion 

Exper. all phases fash. promotion. 
PUB. RELATIONS MGRE-TV $3900 

TV station experience required. 

TRIANGLE EMPLOYMENT AGENCY 

202 S. State St. Har. 7-6520 
COPYWRITER: Well rated, long estab- 
lished, Chicago advertising agency has 
position with wide opportunities for good 
producer, with or without personal ac- 
counts. Confidential. Our employees know 
of advertisement. 

Box 3083, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

M, B.. MUENCEH occccccccesevseeeel LACEMENTS 
Advertising [Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
THE SALESMAN PLACEMENT SERVICE 
8 S. Dearborn St., Chicago 3; CE 6-6973 
ACCOUNT EXECUTIVE: Business getter, 
with or without personal 


he Fiqure boty face heods 
e 40 


per line Bom 


POSITIONS WANTED 
LAYOUT & SPOT ARTIST 
Production, 10 yrs. exp agcy, studio 
engraving hse. Desires a with s 
gency or engraver. Will loc anywhere. 
Box 3061, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Chicago Copy Chiefs Please Note—An in- 
terview will prove that my four years of 
selling copy can benefit you. Looking for 
hard work with outlet for ideas. 
Box 3077, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
IDEAS—THAT—SELL! Creative package, 
display designer, my ideas pat. by natl. 
adv’s. 18 yrs. copy, layout, styling. 
ps — Tad part-time, Phila. or N. Y. area. 


Box 3082, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
DO YOU NEED A PR MAN? Versatile, 


capable, energetic young man of ideas, 


in industry, assn. or agency. Univ. 
in journ. adv. Background reflects com- 
prehensive contacts with press, high level 
policy, admin, campaigns and prepara- 
tions of releases, scripts, speeches, etc. 
oe to learn more and become a def- 

your firm. Not expen- 
sive yet. Age 31, married. For details, 


Advertising Age, April 17, 195¢ 


@ WANTED: 


EXPERIENCED | 
LAYOUT 
ARTIST 


MINIMUM SALARY 
$5,000 


Well established, fast growing adver- 
tising agency needs a layout man 
with at least 5 years’ experience . . . 
one who is capable of turning out 
crisp, effective layouts. If you want 
to advance rapidly . .. we have this 
outstanding position. Permanent to 
the right man. State age, experience, 
when able to start, samples if possi- 
ble and salary desired . . . This job 
is calling you. Action is needed... 
Don't hesitate to answer. Our em- 
ployees know of this ad 


Box 7601, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lil. 


Box 3086, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AVAILABLE MAY 27 


200 E. Illinois St., Chicago 11, Ill. 


unequaled opportunity to cash in on his 
abilities with medium size, well known 
Chicago advertising agency. Your inquiry 
confidential. Our employees are informed. 
Box 308, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Sales Promotion—Agricultural 
Advtg Asstant—Industl  ....ccccccccssee 
LAYOUt APrtists .......ccccecscrsrssreeesees Top Salaries 
SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 
Printing Salesman 
Experienced, preferably with clientel to 
call on trade for med. sized offset and 
letterpress plant. Prices, service and qual- 
ity are right. Excellent opp. for man 
who will hit the ball. Draw against 
comm, Phone for appointment. 
Print-O-Lith Press—DA 6-1022—Chgo. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Al types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


REPRESENTATIVES WANTED 

for Publishers Adv’ rep, Com. 
basis. N. E, N. Y., Pa, Detroit, Chicago, 
Cal. areas. Home Comforts Wholesaler, 
60 E. 42nd St., New York City. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
ROTARY PRESS PRINTING 
Beautiful newspaper and colored cir- 
cular printing. 32 page GOSS, complete 
mailing service, open press time. South- 
west Magazine Company, 715 Jones St., 
Fort Worth, Texas. 
Ornamental Advertising Ash Trays. Your 
name and address on them. Six samples 
sent postpaid $1.00, Absecon China Decor- 
ators—233 New Jersey Ave., Absecon, N. J. 
Free lance artist desires additional ac- 
counts. Paste-up, keylines, spot-drawings, 
all types finished art. Experienced, de- 


Open 


EXTRA INCOME FOR 
PUBLISHERS’ REPRESENTATIVES 
While you are making sales calls on ad- 
vertising agency executives with food and 
drug accounts and on food and drug ad- 
vertisers—you can increase your earn- 
ings by presenting the merits of our 
market research service. You can tie to- 
gether advertising campaigns on your pro- 
ducts with an accurate method of measur- 
ing sales results. We want sales repre- 
sentatives in principal cities. Send ito- 
graph and full details about 

self to 
Box 3087, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill, 


your- 


NAME 


TITLE 


COMPANY 


ADDRESS 


tti-etmememnananamanenabunanananenanana 


—_— 


“A. A. REACHES MEN AT 
DECISION-MAKING LEVEL’ 


ING A E as oe n another publication, | 2; 


this advertiser said: “Evidently the dif- 
oh in the tion of the two 
publications is that ADVERTISING 
AGE reaches a p’ mderance of men 
at the decision- levels.” Cor- 


rect! That’s why a ol copy 
placed in these columns 

get more response, but get Tithe k kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


Sales Manager wanted for canned goods 
line and other related products. Per- 
manent position with old established 
company. Large salary. State age, exper- 
jience, and salary expec 

Box 3089, ADVER 

200 E. Illinois St., Chicago 11, Ill. 
ASST ADV MGR. Up to $5,000. Chgo ra- 
dio mfr. needs well-grounded young man 
with copy experience, some knowledge 
of production, and w ess to worry 
about ——— 

Box 3090, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
GAL COPYWRITER 
Exp. small agcy. copy chief; nwp. dis- 
play ad saleswoman; dept. store copy & 
a ad mgr; pub, rel. counsel. Journ. 
tions. Lgt. steno. 24. 
Enso only! 


Box 3078, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
WANTED: 

A COMPANY WITH A 5 YEAR PLAN 
I’m seeking position with an established, 
ethical agency or company in client serv. 
or sales prom. dept. Emp. at present with 
top 4A agency @$3600 (2% yrs). Confident 
of potential for top mgmt. in 5-10 yrs. 
Ex. refs. 25, sgl. Degrees: Bus Ad, Sci- 
ence. For resume, 1426 Dempster St., Ev- 


anston, Ill., or phone RAndolph 6-6471. 


dable, reasonable—prompt service. 
Box 3085, ADVERTISING AGE 
200 E, Illinois St., Chicago 11, Ill. 


TOA 
SUCCESSFUL 


SPACE SALESMAN 
WHO 
wants to get into the 


TRADE PUBLISHING BUSINESS 
FOR HIMSELF! 


A Chlesge jo trade publisher wants to de- 
vote all his time to other interests. He 
wants to sell out to a successful aggres- 
sive space salesman who has some capi- 
tal to pay down and can pay balance in 
annual payments out of profits. Present 
editorial and circulation Pitatts capable 
and experienced so new owner could ap- 
Fa full time to sales in Middle Wert. 
ave excellent Eastern salesman and of- 
fice. Production and over-head excep- 
tionally low. A rare opportunity for an 
ambitious man to get ‘into publishing 
business “— r— a fang wee & 


now 
Write for further poet a 


Box 7595, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 


WEEKLY NEWS SHOPPER 


Mid Los Angeles district. 3 years. Money 
maker. Gd, Opp. $1400 full price. 1356 
N. Vine, Los Angeles, 


For your complimentary copy of The Ruth 
Gould Hollywood Directory containing 250 
photographs of excellent modeling talent 
of all ages. Ruth Gould Hollywood Direc- 
tory, 353 N. La Cienega Bivd., Los Angeles 
48, Calif. 


NEWSPAPER ADVERTISING 
SALESMAN WANTED 


enced man 


Aguentre , experien: with general 
an retail experience in Metropolitan 


newspapers, for large Fastern city new: 
a. Ayr ite, giving complete ao 


Box 7593, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


4-A Advertising 


Agency Seeks 


4-A Production Manager 


If you’re a top-flight advertising production man, there’s an excellent 
opportunity open in our expanding organization. Our accounts are 
chiefly automotive—involving production of direct mail literature, cata- 


logs and promotion material, as well 
therefore, must be: 


1 


duction; 


as ads. The man we're looking for, 


Adept in technical and commercial phases of agency pro- 


2. Adaptable to handle client contact, to train apprentice pro- 
duction personnel, and to direct a production department; 


8. Aggressive in getting jobs done right and on time; 


4. 


Ambitious enough to strive for greater responsibilities. 


Perhaps you're this “4-A” man we're anxious to add to our staff at an 


attractive starting salary. If so, we 


urge you to write us today. Send 


your reply So to Box 7598—your letter will be kept in strictest Aw om 


ADVERTISING AGE, 200 E. 


Illinois St., Chi 


A Ne thira Dimension Action Display 
on the Famous Atlantic City Boardwalk. 


Gretz a better BEER... 


The R.C Maxwell Co Adantic City NS, 


EDIT — PROMOTE — SELL 


Build sound business paper val- 
ves with modern picture editing. 
Promote your values for solid 
sales. Let one experienced man 
do all three. Age 35, ample 
proof of triple-talents. Seeks re- 
sponsibility and participation. 
Box 7597, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


Ad 
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Advertising Age, April 17, 1950 


Marshall Field Runs 
‘Magazine’ Section 
Ad in Newspaper 


CutcaGo—Marshall Field & Co. 
introduced something new in de- 
partment store advertising here 
last week with a four-page “mag- 
azine” section in the Chicago 
Tribune. 

Entitled “Pace,” the section was 
described as “not quite like a 
newspaper and not quite like a 
magazine.” Sometimes it will ad- 
vertise merchandise, according. to 
Field’s, while at others it will tell 
what goes on behind the scenes at 
the store. 

The first issue dealt with such 
diverse subjects as (1) ranch style 
furniture for ranch houses; (2) 
how Field’s translates Paris fash- 
ions; (3) how a chapeau becomes 


OPPORTUNITY FOR 
TOP-NOTCH COPYWRITER 


Leading national advertising 
agency has opening in its De- 
troit home office for a writer 
with proved ability to develo 
original ideas, unusual head- 
lines, and intriguing copy. 

The man we are seeking will 
be an important member of our 
| department. He will be 
well paid in accordance with 
his experience and ry" He 
will bring with him a back- 
ground of successful copy writ- 
ing on campaigns for high-unit 
products. 

He will have the know-how 
to create distinctive, out-of-the- 
ordinary advertisements. He 
will probably be in the 30 to 40 
age bracket with plenty of am- 
bition to forge ahead in the op- 
portunity that will be his. 

If you nennely feel you meet 
the above qualifications, write 
us a letter outlining your ex- 
perience and stating your age 
and salary requirements. Our 
employees know about this ad. 
Address Box 7594. 


-ADVERTISING AGE 


200 E. Illinois St. 
Chicago 11, Ill. 


NICE PIG 
Ready for market 
+ 


Useful, pointed ears, age 34, a ten-year 
New York, Chicago and West Coast sales 
& agency exec—with creative and manage- 
ment-level background . . . demonstrable 
gluttony for har 
++ + Row completing a “premeditated,” 
successful and enlightenin 7 
graduate study,” 
salesman .. . for 
Products subsidiary. 
if your business is selling goods at a 
4 in today’s “hinterland” markets, per- 
this able, hard-driving owner of 
@ renovated understanding of current, local 
trade practices and preferences would 
a at your 


Ro pre-determined requirements as to type 
of cti or locati Thoroughly con- 
vinced of quickening “decentralization 
trend” among larger national advertisers, 
80 prefer competent smaller, local or re- 


under $10,000 and participation 
spot. If you have anything in mind, ite 


Box 7599, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
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FLAVOR OF FIELD’S—The opening page 


SRA CSUN STE eterna 


page newspaper feature introduced April 5, promises to take Chicago shoppers 

behind the scenes in the famous store. “It will sometimes deal with merchandise, 

sometimes not,” the introduction says. The feature is scheduled to run about once 
a month. 
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of 


of “Pace,” Marshall Field & Co.'s four- 


a hat; and (4) what to do if a 
small boy’s shoes are too tight. The 
rest of the issue contained adver- 
tising, store gossip, accessory news 
and a comic panel, “The Adven- 
tures of Uncle Mistletoe.” 


a Field’s feels that use of the 
magazine format permits advan- 
tageous mixing of advertising and 
editorial material and also gives 
the store an opportunity to pro- 
mote employe relations by featur- 
ing outstanding sales personnel. 
Present plans call for periodic 
use of the four-page format “as 
occasion demands and opportunity 
suggests.” 


KPO] Promotes Mrs. Hoyt 
Isabell Hoyt, in the program de- 
partment of KPOJ, Portland, Ore., 
has been promoted to promotion 
and public relations manager of 
the station. She succeeds Hiram 
Fitzpatrick, who is returning to 
the Portland Journal as a mem- 
ber of the advertising sales staff, 


Gets Sportswear Account 

Hayes Smythe Advertising, 
Rockford, Ill., has been named to 
direct the advertising of the new 
DriClad division of W. Shanhouse 
Sons Inc., Rockford, manufacturer 
of sportswear. Outdoor and sport- 
ing goods publications will be used. 


F. W. Dodge Names Pace 

Samuel C. Pace, formerly as- 
sistant to the president and director 
of the public relations department 
of Frisco Railroad, St. Louis, has 
been named director of public re- 
lations of F. W. Dodge Corp., New 


York, effective May 1. 


ADVERTISING AGENCY 


ACCOUNT 


EXECUTIVE 


Are you thinking of starting your own business or acquir- 


ing an interest in some existi 


If so this well establishe 
capital goods field offers a 


ing agency? 
d Chicago business in the 
most unusual opportunity! 


Write giving an outline of your activities and aims. 


Address Box 7596, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


‘materials and accessories that can 


Trade Shows Gain 
in Ad Importance, 
Levi Tells Admen 


New YorK—Many large com- 
panies are coming to regard the 
trade show as an advertising me- 
dium of major importance, Leslie 
Levi, president of Ivel Corp., told 
members of the Industrial: Ad- 
vertising Association here last 
week. 

Companies such as du Pont, 
U. S. Steel, General Electric, West- 
inghouse, and many others, Mr. 
Levi said, are using trade shows 
more extensively than ever, and 
find them effective means of test- 
ing new products and of reaching 
prospects they could not normally 
reach. 

Mr. Levi enumerated several 
fundamentals which exhibitors 
should follow to get the best re- 
sults from trade shows. The pri- 
mary point, he said, is careful 
selection, both of the show at 
which to exhibit and of the loca- 
tion of exhibit space. The major 
consideration here, he suggested, 
is the objective to be accomplished. 


a Other considerations he sug- 
gested included: 
“You are there to sell goods, so 


don’t send the office boy; send|.- 


salesmen. 

“Don’t wait until the last minute 
to select your space and display. 
Plan. Avoid last minute rush work 
which usually is sloppy and costly. 

“Key executives should be in- 
duced to attend trade shows be- 
cause they are places where the 
pulse of a market can be felt. Con- 
sult exhibit specialists, and estab- 
lish a trade show budget. 

“Spend to save by buying well- 
constructed shipping cases, good 


be used at more than one show.” 


Ross Agency Names Riggs 
Louis Riggs, formerly in the ad- 
vertising departments of Eastern 
Outfitting Co., Portland, Ore., and 
the May Co., Los Angeles, has been 


named an account executive of! 


ye sa og ¢ ve. Tea ee oo ee SaaS. fue > 
oN ee emene FS 


Ross Advertising Agency, Portland. | 


243,800 TV Sets in Evening 
Use in L. A., Tele-Que Says 


The average number of Los An- 
geles television sets in use during 
the evening in February was 243,- 
800, the February Tele-Que survey 
reports. An average evening 
showed three viewers per set with 
a low on Thursday of 2.7 and a 
high on Sunday of 3.5. Sunday and 
Tuesday are the evenings most 
heavily viewed, and Wednesday 
and Thursday are viewed the least. 

Television viewers quit watch- 
ing earlier Sunday night and 
stayed up later on Wednesday, Fri- 
day and Saturday. The report cov- 
ered the week of Feb. 5-11 in Los 
Angeles only. 


Joins Bogner & Martin 

DeWitt W. Dingman, formerly 
with Shannon & Associates, has 
joined the New York office of Bog- 
me & Martin, newspaper represen- 
ative. 


WWU Transfers Teaford 

Earl W. Teaford has been placed 
in charge of city sales of the Port- 
land, Ore., branch of Western 


55 


Newspaper Union. He was for- 
merly with the Dallas branch in 
the same capacity. 


ae>. 


If you have | YOUNG | 


COSMOPOLITAN 


If you're selling people 


with [YOUNG] ideas... 


Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


for more than 


12 CONSECUTIVE YEARS 
@ “selective” automobile advertiser has 


broadcast more than 1,872 quarter-hour 
programs over Station WMC. * 


In selecting a radio station, it's the over-all 
picture that counts, too. It stands to reason 
that the NBC station in Memphis, with 5,000 
watts day and night, owned and operated 
by The Commercial Appeal — that's the 
station that gets and holds its audience. 


EACH YEAR, FOR THE PAST FIFTEEN YEARS, WMC 
HAS CARRIED MORE LOCAL, REGIONAL AND 
NATIONAL SPOT BUSINESS IN TERMS OF 
DOLLAR VOLUME THAN ANY OTHER RADIO 
STATION IN MEMPHIS. 


WAV INAE 


NBC - 5000 
WATTS-790 


W MCE 260 kw simuitaneously Duplicating AM Schedule 


W MCT First rv station in Memphis and the Mid-South 


National Representatives, The Branham Company 
Owned and Operated by The Commercial Appeal 
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Brach Introduces TV 
Aerial Which Serves 


Up to 16 Receivers 


NewarRK—Brach Mfg. Corp., a 
division of General Bronze Corp., 
has developed a low-cost, multiple 
TV distributing system, which will 
enable several sets to operate from 
a single antenna. 

Brach engineers say the Mul-Tel 
system will provide quality pic- 
tures and sound, in good reception 
areas, with as many as 16 receivers 
attached. The unit sells for $19.75, 
when connected to four receivers. 
If reception is needed for the max- 
imum number of 16 sets, additional 


ADVERTISING FRANCHISES —$200 
Full or part time. Proved suc- 
cess. Profitable in large or small 
towns. 
Box 7587, ADVERTISING AGE 
100 E. Ohie St., Chicago 11, Ill. 


Mul-Tel units are required. 

The company will make a major 
effort to sell apartment house 
dwellers, restaurants, clubs and TV 
dealers, all of which require an- 
tenna facilities for several sets. 
The units already have been tested 
in this area. 

Advertising in radio papers 
broke last week. Cooperative con- 
sumer copy is planned later. A. W. 
Lewin Co. is the agency. 


Winslow Gets Placement Job 


Eleanor Winslow, formerly di- 
rector of merchandising and in 
charge of publicity with Abbott 
Kimball Co., has joined Maude 
Lennox Personnel, New York, to 
direct placements in advertising, 
radio and television. 


Altman-Stoller Opens Doors 


Altman-Stoller Advertising, New 
York, has been formed by David 
R. Altman and Max Stoller with 
offices at 38 E. 57th St., New York, 
as a general advertising agency. 
Both principals are former account 
executives of Irving Sewer Inc. 


Siu Picks Weeks Agency 


Siu Bakers & Confectioners Inc., 
New York, has selected Charles A. 
Weeks Co., New York, to handle 
advertising for the introduction of 
Minion Sweets, a new product. 
Media schedules have not been set. 
The company is a new advertiser. 


Klein Appoints Roy Lundy 


Roy Lundy, who for the past 12 
years has been account executive 
and public relations consultant for 
Carroll Dean Murphy Inc., has 
been named a consultant on the 
staff of Julius Klein Public Rela- 
tions, Chicago. 


Sears Names Douville A. M. 


Francis C. Douville, formerly as- 
sistant advertising manager of 
Sears, Roebuck & Co. in Washing- 
ton, has been appointed advertis- 
ing manager for the company’s 
stores in Rochester, N. Y. 


Warde Joins ‘Today's Woman’ 

Today’s Woman, New York, has 
named Harriette Warde, previous- 
ly with Biow Co., as assistant to 
the advertising manager. 


it pays to use 
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To tee off 
In Big St. Louis 
(America’s 8th largest market). 


You'll make a 

Real “power drive” 

By using substantial schedules 
In the St. Louis Star-Times. 


More than 180,000 responsive 
Star-Times reader families 


Give you the essential 
LOW COST PULLING POWER! 


in big St. Louis 
that means 
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THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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lhe Creative Wan’ Corner 


Those advertisers who read only the advertising trade 
press are missing a bet if they pass up the April issue of 
Holiday. For if they’d like a critique of why so much of their 
advertising floats in a sort of social and economic strato- 
sphere, far above the heads of the customers down on earth, 
all they need do is scan Pages 137 to 140 of that magazine 
and read an illuminating article on “the men of distinction 
behind the Men of Distinction.” 

Here are advertising agency men—obviously willingly 
posed for the pictures taken of them—casually buying $50 
shoes and $200 guns, lounging in sumptuous offices and 
cocktailing at high-class joints, while all about them tenants 
are fighting for heat in their apartments, waiting for hours 
in free clinics, and wondering how in hell they’re going to 
make the next payment on the television set. 

One of these men—realizing, no doubt, how insulating 
plush can be—has on the wall behind him a huge mural of 
what appears to be a mob scene on the Atlantic City board- 
walk. But it’s purely a picture, a reminder of people, and— 
from the length of the skirts and the cloche hats—appears 
to have been taken far away and long ago. And, most 
pointedly, the gentleman sits with his back to it. 

There can be no denying the fact that these men earned 
their distinction by knowing, initially, what moved people 
and made them tick. But how long since they’ve ridden the 
subway, stopped at a Nedick’s for an orange drink, and 
lounged on the beach at Coney Island—where the people 
are? No surgeon, if he’s to remain a good surgeon, ever gets 
to the point where he operates via long distance. In fact, 
no good surgeon with a sense of public relations would per- 
mit himself to be photographed slopping up a double martini 
—unless, of course, he had not only cedsed caring about 


his patients but ceased caring what they think. 


Effectiveness of 
Trade Shows to Be 
Studied by Council 


New York—Operation and de- 
tails of a system for measuring 
the effectiveness of trade shows, 
said to be somewhat comparable 
with the Audit Bureau of Circula- 
tions’ audit of publications, will 
be presented at the second annual 
trade show conference May 24-25 
at the Statler Hotel by the Exhibi- 
tors Advisory Council. 

Under the council’s system, ac- 
cording to Mrs. Oenone D. Negley, 
executive secretary, the show 
manager’s customary report on 
size and nature of attendance is 
compared with a continuing “floor 
check” under the council’s direc- 
tion. Further information is ob- 
tained by a mail survey of ex- 
hibitors after a show. 


ws Surveys of individual shows or 


types of shows have been made to 
determine the business position 
of persons attending, Mrs. Negley 
said, but the method developed for 
the so-called audit system probably 


is the first based on cross-check- 


ing. 

The trend in the number of 
trade shows, reported at the coun- 
cil’s first annual conference last 
year, showed that there had been 
a drop of 30% below the 1948 
peak. 

This trend is continuing, accord- 
ing to Mrs. Negley, and represents 
exhibitors’ demands for more def- 
inite assurance of results from 
show participation, as well as a 
reduction of shows considered un- 
necessary or unproductive. 


Four Appoint Mace Agency 


Mace Advertising, Peoria, Ill, 
has been appointed to handle the 
advertising of Phillips Conveyor 
Co.; McConnell Bros., Springfield, 
Ill.; Eastern Beef & Provision Co., 
Peoria, and Griddle Co., Peoria. 


In Chicago 


look to the original*® McGrath 
Engraving Corporation for 


Finer Color Engravings 


We are the original McGrath Engraving Corporation 


that has been making quality color and black & 
white photo engravings for almost 40 years. 


McGrath Engraving Corp. - 160 E. Illinois $t., Chicago 11, Illinois 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


[] One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 
(C1 Payment enclosed [7] Bill me later [ Bill my firm 


Title. 


Zone. State 
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TWINS—The outside of the Tritzels box 

has not been changed, but Perfect Foods 

Inc., Lansdale, Pa, now packages its 

pretzel product in two separate heat- 

sealed wax bags inside the container. 

Aitkin-Kynett Co., Philadelphia, is the 
agency. 


§ Believability Most 
Important in Text 
Pages, Says Smith 


Cuicaco—Good design actually 
increases the believability of text 
pages, Dan Smith, director of typo- 
graphy and design for Poole Bros., 
Chicago printer, told the Chicago 
f Business Papers Association April 
10. 

“Attractive, quiet, readable 
typographical layout gives the 
reader confidence in the publi- 
cation,” he asserted. “Conversely, 
a tricky, over-arty design tends to 
tear down reader confidence and 
reduce acceptance of editorial con- 
tent.” 

Mr. Smith pointed out that ad- 
vertisers are not interested in the 
total circulation of a publication, 
but only that part converted into 
active readership through the ef- 
forts of the editors. This can be 
accomplished by emphasis on 
readability through the use of 
legible type and simple, clean de- 
sign. 


s Among the practical suggestions 
he offered were the following: 

Don’t try to compete with ad- 
vertisers in the excitement they 
try to put into their layouts. 

Use plenty of white space, and 
avoid overcrowding. 

For most business paper de- 
sign, three-column make-up is 
better than two-column. 

Use editorial color for functional 
purposes only, and not just be- 
cause it is available. 

He added that many business 
paper cover designs are obsolete, 
and a new approach to an im- 
proved typographical and pictorial 
treatment should be made. 
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Atlas Film Promotes 
Frederick Barber to V. P. 


Frederick K. Barber, who has 
active in sales management, 
Sales contacts and customer rela- 
tions at Atlas 
Film Corp., Oak 
Park, Ill, has 
been named a 
vice-president of 
the company. He 
first joined the 
company in 1937 
as a script writer. 
From 1940 to 1945 
Mr. Barber was 


with Burton 
Holmes Films 
F. K. Barber Inc., Chicago, 


where he was in 
charge of the scenario department 
and supervised script writing for 
industrial training films and Navy 
training films during the war 
years. 
_In 1945 Mr. Barber joined Poet- 
Zinger & Dechert, Chicago, to 
Write sales training manuals and 
in 1946 rejoined Atlas. 


Oins ‘Hartford Times’ 


Fred Perlstein has joined the ad- 
ertising sales staff of the Hart- 


yord Times, 


School Advertising 
Gets Enrollments, 
Ayer Study Shows 


PHILADELPHIA—Dollars and cents 
effectiveness of advertising in ob- 
taining pupils for boarding schools 
and colleges is shown in a report 
published last week by N. W. Ayer 
& Son, which handles approxi- 
mately half of the school and camp 
ads placed in leading newspapers 
and magazines. 

A survey of 77 schools on the 
Ayer list of 300 school and camp 
clients indicated that more than 
2,000 of their:new students enter- 
ing last fall were attracted by di- 
rectory advertising and sent in 
keyed requests for catalogs. 

It is estimated that an additional 
2,000 new students were first at- 
tracted by directory advertising, 
but in making their first contact 


with the school, did not use the 
keyed reply. 

Importance of such enrollment 
is indicated by the fact that the 
average student in such schools 
spends about $2,000 a year for 
tuition, room, board, books and 
other expenses. 


Norris Forms New Division 


James A. Norris Co., New York 
manufacturers’ agent and distrib- 
utor of point of purchase displays 
and advertising specialties, has 
formed a new Day-Glo Designers 
division. The subsidiary will act 
as a sales and merchandising con- 
sultant in addition to developing 
more effective uses for daylight 
fluorescent pigments. 


Levy Appoints A. J. Hull 


Levy Advertising Agency, New- 
ark, N. J., has named Andrew J. 
Hull, formerly director of package 
design for Continental Can Co., 
as art director. 


CBS Appoints Hussie 


Barbara Hussie has been named 
to the newly created post of casting 
director of CBS, Hollywood. Her 
duties will include the auditioning 
of new talent for both radio and 
TV, and general casting assistance 
to the producers and directors of 
both media. 


Osebold Opens Ad Service 


Jim Osebold has opened his own 
advertising service at 1276 Jack- 
son St., San Francisco. He was for- 
merly advertising manager of the 
J. C. Penny store in San Fran- 
cisco. 
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What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


te DIRECT SELLING = is building 
as DIRECT SELLiNG —is building 
iant volume quickly for many manu- 
acturers. It may be your answer to 
dwindling volume, vanishing profits, 
soaring costs, and cut-throat competi- 
tion. Direct Selling is fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 
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WFBR daily newspaper advertising — placed on radio log pages 
exclusively—runs in 1 morning, 2 evening and 2 Sunday Baltimore 
papers! This hard-hitting promotion of your shows—and by the same 
token, your spots—is backed up by space in 6 weekly papers in 
Baltimore and surrounding counties to reach additional audience in 
WFEBR territory, for an average of 1021 insertions a year! 


To the best of our knowledge—no other Baltimore radio station can 
match this intensive promotion effort. It’s another reason why, in 
Baltimore, you get the most for your money on... 
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*Average net paid circulation for 6 months ending Mar. 31, 1950 


NOW. .only 7 cities in the nation . 


have Sunday newspapers with larger circulations 


than the Minneapolis 
Sunday Tribune 


The Minneapolis Sunday Tribune is delivered to homes in more than 1,200 
Upper Midwest cities and towns by more than 8,500 carrier salesmen. 


Minneapolis Star azd Tribune - wore rian 600,000 sunpay + 475,000 paiy 
John Cowles, President 
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Muadvertising Age, April 17, 1950 


FPHOTOGRAPH 
REVIEW 


RECRUITER—This poster for the naval 
aviation cadets, designed by Lewis Ed- 
win Ryan Inc., Washington, with the 
cooperation of Lawrence Williams, vice- 
president of McDonnell Aircraft Corp., 
will be used for field recruiting and adap- 
ted for use as the cover of a booklet 
on naval aviation training. The Ryan 
r ae : agency also acted as counsel for the 
a Navy in the design of car cards featur- 
TRAVEL INFORMATION—Birger Nordholm (left), chairman of the European Travel ing the McDonnell Banshee fighter, the 
Commission, tells Al Dreyer (center), director of media for J. Walter Thompson Co., cockpit of which forms the frame of the 
and Albert Benjamin, advertising sales manager of American Magazine, about. the poster shown here. 

growing interest in foreign travel. The scene was a travel luncheon sponsored by the 

P magazine. 


TOMORROW-TODAY—The little girl trying on grownup hats by Walter Florell sym- 

bolizes the carpets-of-tomorrow theme for Magee Carpet Co., New York. Color pages 

will appear in May and June issues of Better Homes & Gardens, Bride’s Magazine, 
House Beautiful, Living for Young Homemakers and McCall's. 


AT BRAND RECEPTION—In a happy mood during a reception preceding the Brand 

Names Day luncheon in New York are (left to right) Sol S. Scholder, John C. 

Macinnes Co.; Richard H. Lippincott, Holeproof Hosiery Co.; H. Ford Perine, Time 

Inc.; James H. Calvert, president, Joske’s of Texas; Samuel J. Cohen, Lit Bros. of 

Philadelphia; Austin S. Igleheart, president, General Foods Corp.; and R. J. Powderly 
of Kresge Co. 


_. THE MELLO 


HONORED—Charles F. Gannon, Benton & Bowles public relations vice-president 
(center), introduces Robert Young, star of Maxwell House’s “Father Knows Best’ 


BIG AS LIFE—The Kodak summer girl 

display, 63” high and printed in full color, 

is available free to Kodak dealers and 

wholesalers. Along with it, Eastman Kodak 

Co. sends a smaller, easel-back display 
for counter use. 


1S A BRASCOR—Earl Wilson, columnist (center), gets the Brascor (female Oscar) 


FIRST OF A SERIES—This 24-sheet poster leads a series of seasonal designs for 

Jacob Schmidt Brewing Co.’s City Club beer. Others will appeal to baseball fans, 

fishermen, gardeners and holiday shoppers. Olmsted & Foley, Minneapolis, is the 
agency. 


@ Man of the Year from the Corset and Brassiere Exhibitors Guild “for his con- 


tentrated attention to the female form.” At left is Jesse Levine of Fashion Ad- 
Vertising Co., and at right, Jed Sylbert, executive director of the guild. The exhibitors’ 
; market week will be held in New York starting June 19. 


ESKY DOES THE WORK—Two new merchandising aids designed 
by Esquire include the moulded rubber statuette shown at the 
left, with a slot in the base which permits insertion of a sales 


(NBC) to ECA Administrator Paul Hoffman. The occasion: a testimonial reception 
in Washington honoring Mr. Young for his aid in the campaign to promote high- 
way safety among teen-agers. 


card; and the die-cut full-color lithographed displays shown at 
right. These come with platforms of three depths, to accommodate 


merchandise of varying sizes. 
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Frozen Lemonade 
Concentrate Added 
by Minute Maid 


New YorK—A lemonade mix, 
just added to the Minute Maid 
frozen juice line, will hit southern 
markets around the first of May. 
Distribution will move gradually 
to other markets and ought to be 
nationwide by midsummer, AA 
was told last week. 

The product will be put up in 
six-ounce cans by California Fruit 
Growers Exchange, under a con- 
tract recently entered into with 
Minute Maid Corp. (AA, March 
27). Packaging is being done at 
the Sunkist plant in Ontario, Cal. 
The same plant will also process 
frozen orange juice concentrate 
later on, according to A. E. Stevens, 
vice-president of Minute Maid. 


s Advertising of the new product 
will parallel distribution, with 
600-line introductory newspaper 
copy to be followed by smaller in- 


sertions on a regular schedule. 

A concentrate making 24 ounces 
of lemonade to the can, Lemonade 
Mix will be promoted also as a 
flavoring ingredient for mixed 
drinks, baked goods, fruit punches, 
etc. 

A special six-color lithographed 
label featuring a child’s lemonade 
stand will adorn the can. 

Ted Bates & Co. is the agency. 


To Haehnle Advertising 


Burton & Rodgers Inc., Cincin- 
nati, creator of convention exhibits 
for national advertisers and man- 
ufacturer of multiple unit displays, 
has appointed Haehnle Advertis- 
ing, Cincinnati, to handle its ac- 
count. Advertising, sales and mar- 
keting publications will be used. 


Blair-TV to Move Offices 


Blair-TV Inc., television station 
representative, will move to new 
and larger quarters at 100 Park 
Ave., New York, effective April 
24. At the new location there will 
be a projection room with com- 
plete 16mm sound projection 
equipment. 


C. ]. Fish Joins Criterion 

C. Julian Fish has joined the 
staff of Criterion Service Inc. as 
merchandising contact representa- 
tive. He was formerly merchandis- 
ing manager of Family Circle 
Magazine and before that was with 
Popular Science Publishing Co. 


Consolidated Names West 
George H. West, advertising 
manager, has been named direc- 
tor of advertising and public re- 
lations and a member of the ex- 
ecutive staff of Consolidated En- 
gineering Corp., Pasadena, Cal., 
scientific instrument maker. 


KNBC Appoints Partelow 

Harold M. Partelow has been ap- 
pointed assistant advertising and 
promotion manager of Station 
KNBC, San Francisco. Mr. Part- 
elow was formerly with the Times, 
Palo Alto, Cal. 


Drug Research Firm Formed 

Research Society Inc. Has been 
formed in New York to report drug 
market developments. The organ- 
ization, with offices at 51 E. 51st 
St., has William T. Doyle as its 
president. 


HOW TO RING 


In Los Angeles 


Represented by 

O'MARA & ORMSBEE, INC. 
NEW YORK DETROIT 
CHICAGO SAN FRANCISCO 


selling food? 


Nielsen Data Shows 
Drop in Listening 
to Top 20 Programs 


Cuicaco—As a group, the top 20 
Nielsen-Rated evening shows have 
experienced a significant decline 
in listenership since last year. 

The Nielsen-Rating report for 
the week of March 5-11, 1950, 
marks the first anniversary of the 
company’s national ratings—and 
offers an opportunity for examin- 
ing trends in listenership and pro- 
gram popularity since Jast year. 

The popular “Lux Radio Thea- 
ter” holds top position among the 
first 20 shows this year as it did 
during the corresponding week 
last year. 

However, the program was 
heard in 11,249,000 radio homes 
during the week of March 6-12, 
last year, and in 9,310,000 homes 
during the week of March 5-11, 
1950, a decline of 1,939,000 homes. 


s Last year, “Inner Sanctum” was 
in the No. 20 spot on the eve- 
ning list, reaching 6,885,000 radio 
homes. This year, “Suspense” was 
in the No. 20 position, reach- 
ing 5,696,000 homes, a decline of 
1,189,000 homes in which the 20th 
program was heard. 

Daytime shows as a whole fared 
better in the .year-to-year com- 
parison. Top show in both years 
was the Chesterfield portion of 
Arthur Godfrey’s morning pro- 
gram. Last year, he was heard in 
4,740,000 homes. This year, during 
the second week of March, he was 
heard in 4,949,000 homes, an in- 
crease of 209,000. 

“My True Story” was in the 15th 
spot for daytime shows last year, 
with a “circulation” of 3,619,000 
homes. This year, “Rosemary” 
landed in 15th position, and was 
heard in 3,417,000 homes, a de- 
crease of 202,000 homes for the 
15th program on the list. 


s A total of 12 of the top 20 shows 
last March 6-12 appeared among 
the 20 leaders this year. Five are 
whodunits: “Mystery Theater,” 
“Mr. Keen,” “Crime Photograph- 
er,” “Mr. District Attorney,” and 
“Suspense.” 

Three of the 12 are situation 
type comedy shows: “Amos ’n’ An- 
dy,” “Fibber McGee & Molly” and 
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“My Friend Irma.” 

The others are: “Godfrey’s Tal- 
ent Scouts,” Jack Benny, “Lux 
Theater” and Walter Winchell. 

Five of the eight programs 
which have dropped out of Niel- 
sen’s top 20 since last year are of 
the crime and punishment variety, 
They include: “FBI in Peace & 
War,” “Adventures of Sam Spade,” 
“This Is Your FBI,” “The Fat 
Man” and “Inner Sanctum.” 


s Bob Hope, who with “Fibber 
McGee” helped boost National 
Broadcasting Co. ratings on Tues- 
day night last year, is not now 
among the 20 leaders, primarily 
because of the increased populari- 
ty of CBS’ “Life with Luigi,” a 
show which has made impressive 
gains in listenership in _ recent 
months. 

The remaining two of the eight 
programs which have slipped from 
the elite group are two segments 
of the American Broadcasting Co. 
giveaway, “Stop the Music.” 

A. C. Nielsen Co. also has com- 
piled additional information on 
audience trends. In February, 1949, 
the average amount of radio usage 
per home per day was five hours 
and three minutes. In February, 


1950, the average was four hours, 


forty-two minutes. 

The average TV usage in radio 
homes per day increased from a 
fraction to thirty-four minutes. 
Thus total radio and TV usage 
per home per day has increased 
from five hours and three minutes 
last year to five hours and sixteen 
minutes this February. 


Heads Nestle-LeMur Co. 

Joseph Lindemann, formerly 
head of Joubert Co., will become 
president of Nestle-LeMur Co., 
Meriden, Conn., following the re- 
signation of Lee E. Nadeau, which 
became effective April 1. The 
Joubert Co. was recently merged 
with Nestle-LeMur Co. 


Rainier to Olmsted & Foley 

Rainier Co., Minneapolis, man- 
ufacturer of major household ap- 
pliances, has placed its advertis- 
ing with Olmsted & Foley, Minne- 
apolis. 


Olive Board Names ]WT 


J. Walter Thompson Co., San 
Francisco, wili take over the ad- 
vertising account of the California 
Olive Advisory Board, San Fran- 
cisco, effective July 1. 


you'll look BIGGER in... 


TRE VEC UG LOS aE eet $1 


Sellers of food in the Los Angeles Market are well 
aware that there are some mighty important changes 
taking place! The big switch in afternoon news- 
paper readership, for example. Every day more 
and more food advertisers are discovering that they 
sell faster and at less cost to THE MIRROR’S big, 
money-earning and spending family audience! 
Take a look at THE MIRROR, and its exclusive 
Thursday “pull-out” Food Section! 
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Sink or sell? 
Here’s how these sinks sell 


If you want to know how to sell anything for the home 
in the big New York market, just ask S. A. Weiss, right, 
or A. I. Besserman. They comprise the firm of Weiss & 
Besserman, exclusive New, York distributors for Youngs- 
town Kitchens. Experience teaches them that, no matter 
what other market factors change, the superior ability of 
The New York Times to sell products that help make a 
house a home remains unchanged. That’s why, like so 
many smart advertisers, they place more advertising in 
The New York Times than in any other newspaper. 
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National Nielsen-Ratings of Top Radio Shows 


Comparison of Weeks March 6-12, ‘49 and March 5-11, ‘60 
All figures copyright by A. C. Nielsen Co. 


Current Last Year Homes Current Year 

Rank Report Ago (000) Rating Ago 
EVENING, « ‘whee ‘eet 7 (AVERAGE ag * bn PROGRAMS) (3,967) (10.1) 

Lux Radio Theater (CBS) ............000. 9,310 23.7 29.9 

- ; ; Godfrey's Scouts on Liston} cctuge shu 7,738 19.7 24.5 

3 6 9 Amos ‘n’ Andy (CBS, Lever Bros.) .......... 7,306 18.6 215 

4 3 2 Jack Benny (CBS, Lucky Strike) .......... 7,306 18.6 25.9 

5 4 18 Mystery Theater (CBS, Sterling) ............ 228 18.4 18.4 

6 16 4 Walter Winchell (ABC, Kaiser-Frazer) ...... 6,913 17.6 24.1 

7 9 7 My Friend Irma (CBS, Lever Bros.) ........ 6,913 17.6 22.5 

8 17 44 Mr. Chameleon (CBS, Sterling) .............. 6,481 16.5 145 

9 5 5 Mr. Keen (CBS, Whitehall) .............. 6,364 16.2 23.6 

10 21 29 Gene Autry Show (CBS, Wrigley) .......... 6,324 16.1 16.4 

u 7 . Charlie McCarthy Show (CBS, Coca-Cola) ...... 6,285 16.0 s 

12 13 375 You Bet Your Life (CBS, DeSoto-Plymouth) .... 6,167 15.7 $10.6 

3 & 6 Fibber McGee (NBC, S. C. Johnson) 15.3 22.9 

“4 32 35 Great Gildersieeve (NBC, Kraft) .......... 15.2 15.6 

15 18 12 Crime Photographer (CBS, Philip Morris) . 14.9 20.6 

16 15 77 Bing Crosby Show (CBS, Chesterfields) ........ 14.8 10.5 

17 37 10 Mr. District Attorney (NBC, Bristol-Myers) . 5,735 14.6 211 

18 42 52 Break the Bank (NBC, Bristol-Myers) ........ 5,735 14.6 14.0 

19 28 24 Truth or Consequences (NBC, P&G) ........ 5,735 14.6 16.9 

20 4 8 Suspense (CBS, Auto-Lite) .............. 5, 14.5 22.2 
EVEN! 7, sane thats ane FOR ALL PROGRAMS) (2,750) (7.0) 

1 DS - CE Vdvcabsscccvcdeccens 5,617 14.3 14.4 

2 3 ; Counter-Spy (ABC, pepsi-tuia) oh cone déukdee 4,910 12.5 14.0 

3 2 1 Lone Ranger (ABC, General Mills) .......... 4 12.3 15.5 
WEEKDAY (AVERAGE FOR ALL Hy (2,553) (6.5) 

1 1 1 Arthur Godfrey (CBS, Liggett & Myers) ...... 949 12.6 12.6 

2 3 10 Romance Helen Trent (CBS, Whitehall) 3,967 10.1 10.5 

3 2 20 Arthur Godfrey (CBS, Nabisco) ............ 3,850 9.8 9.0 

a 10 7 Right to Happiness (NBC, P&G) ........ 3,850 9.8 10.8 

5 4 11 Wendy Warren (CBS, General Foods) ........ 3,771 9.6 10.4 

6 7 3 Pepper Young’s Family (NBC, P&G) .......... 3,732 9.5 112 

7 6 5 Our Gal, Sunday (CBS, Amer. Home Prods.) .. 3,653 9.3 10.9 

& 15 8 Backstage Wife (NBC, Sterling) .......... 3,575 9.1 10.7 

9 8 32 Arthur Godfrey (CBS, Gold Seal) .......... 3,535 9.0 7.5 

10 > = _ . F *. Beers 3,457 8.8" 8.2 

l 11 2 ek ff 8 re 3,417 8.7 1L5 

12 16 33 Rend ef Eile (REG, PAB) ..ccccccccccecee 3,417 8.7 7.5 

13 17 6 Stella Dallas (NBC, Sterling) .............+ 3,417 8.7 10.9 

4 5 12 Aunt Jenny (CBS, Lever Bros.) ............ 3,417 8.7 10.1 

15 12 4 BO Ge, PU debe ccccccveccece 3,417 8.7 9.6 
DAY, SATURDAY (AVERAGE FOR my PROGRAMS) (2,121) (5.4) 

1 a Armstrong Theater (CBS) ............+..- 4,949 12.6 12.0 

2 3 a Grand Central Station ces, Pillsbury) ...... 4,871 12.4 13.0 

3 2 a _—— Stars Over Hollywood (CBS, Armour) ........ 4,085 10.4 1L8 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,375) (3.5) 

1 1 a True Detective Mysteries (MBS, Williamson)... 3,889 9.9 14.2 

2 3 . Martin Kane (MBS, General Foods) ........ 3,732 9.5 * 

3 2 a Shadow (MBS, DL&W Coal-Grove Labs.) ...... 3,692 9.4 111 


*Program not rated or not on the air last year. 
sBroadcast last year as the “Groucho Marx Show.” 
aDaytime Saturday and Sunday shows rated together last year. 


COMPARISON—With its report for the week of March 5-11, A. C. Nielsen Co., 
Chicago, completes one year of National Nielsen-Ratings. The column of figures 
on the left shows the program rankings on the current report; the second column 
shows program rankings for the week of Feb. 19-25, 1950, and the third column for 
the week of March 6-12, 1949. The three columns to the right of the program 
list shows: The number of homes turned.in during the week of March 5-11, 1950; 
the program rating for the same week, and the program rating for the week of 
March 6-12, 1949. Sponsors listed’ are current sponsors. 


JAHN & OLLIER 


where high standards 


ENGRAVING CO 


of fine craftsmanship 


Chicago’s largest fine 


are your assurance of 


photoengraving plant 


excellent reproduction 


817 WEST WASHINGTON BLVD. 
Be 


3 CHICAGO 7, ILLINOIS 
MONROE 6-7080 


and at left, Prof. 


FOR LIFE—Harry P. Bridge (second from right), president of Harry P. Bridge Co., 
Phiiadelphia agency, receives a life membership in the University of Florida Market- 
ing Society from John Carter, student chapter president. At right is Mrs. Bridge 


F. K. Hardy. 


Joins Publishers’ Board 

James H. Ackerman, president 
of the Lawrence Portland Cement 
Co., New York, has been elected 
a member of the board of directors, 
both of the McGraw-Hill Pub- 
lishing Co. and the McGraw-Hill 
Book Co. 


Joins Campbell-Mithun 

Ralph F, Wittgraf, formerly ad- 
vertising and sales promotion ex- 
ecutive with Economics Labora- 
tory Inc., St. Paul, manufacturer 
of Soilax, has been appointed an 
account executive of Campbell- 
Mithun, Minneapolis. 


61 


Sutherland Names Hirsch 


Sutherland Paper Co., Kalama- 
zoo, Mich., has appointed Maurice 
Lionel Hirsch Co., St. Louis, to 
handle advertising for its Serviset 
line. Glee R. Stocker & Associates 
formerly serviced the account. 
Staake &’Shoonmaker Co., Kala- 
mazoo, handles the rest of the 
Sutherland line. 


R&R Promotes J]. L. Ames 


J. Lewis Ames, secretary and 
legal counsel, Ruthrauff & Ryan, 
New York, has been appointed a 
vice-president of the agency. He 
will continue as secretary and 
counsel. 


To H-R Representatives 


Vincent R. Bliss Jr., formerly 
of Grant Advertising and Fred W. 
Amend Cc., has joined the Chicago 
staff of H-R Representatives, ra- 
dio-TV station representative. 


Joins Ad Federation 


Magazine Advertising Bureau, 
New York, has joined the Adver- 
tising Federation of America. The 
federation now has a total of 12 
national group affiliates. 
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I; you want 

your catalogue... 

or booklet... 

or house organ... 

to be read 

from cover to cover... 


be sure it 
has a cover 


 ——— a cover of BUCKEYE or 
BECKETT—the good-looking, long-wearing cover 
stocks which have long been the first choice 

of admen and printers everywhere. 

14 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 
New sample books on request. 


The Beckett 
Paper Company 


Makers of Good Paper in Hamilton, Ohio, Since 1848 
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Shelhamer Names Holloman 

Betty Holloman has been placed 
in charge of radio production and 
radio buying in the Seattle office 
of Vance Shelhamer, Advertising. 
The agency has been appointed to 
handle the advertising of Layrite 
Concrete Products, Spokane. Radio, 
newspapers and direct mail will 
be used. 


Denison Picks Flint Agency 
Denison Co., Newark, N. J., 
manufacturer of plastic auto cush- 


a oe ee eet Or a ae 


ions, bicycle covers and streamers, 
has appointed Flint Advertising 
Associates, New York, to handle 
advertising in business papers and 
by direct mail. The account for- 
merly was placed direct. 


Issues L. A. Directory 

The Los Angeles Chamber of 
Commerce has published a direc- 
tory of Los Angeles County manu- 
facturers, More than 9,000 manu- 
facturing concerns are listed under 
3,000 product classifications. 


Do you know how 


SAN DIEGO 


Population 


Atlanta, Ga. . . 442,294 
Birmingham, Ala. 407,871 
Dallas, Tex. . . 342,046 
Denver, Colo.. . 384,372 
Indianapolis, Ind. 460,926 
Louisville, Ky. . 420,216 
Memphis Tenn. . 305,510 
Providence, R. |. 431,917 
Rochester, N. Y. 381,373 
St. Paul, Minn. . 331,570 
Seattle, Wash. . 407,630 
Toledo, Ohio . . 341,663 


SAN DIEGO, CALIF. 425,361 


All population figures are for City 
Zone and are taken trom SRDS 
Consumer Markets 1949-50 Edition 


ranks with 


Do you know that San 
Diego is an isolated, con- 
centrated market, 125 
miles away from Los 
Angeles... that San Diego 
has its own wholesale and 
jobbing channels... that 
its people and its distri- 
bution system must be sold 
locally! 


The San Diego Union and 
Tribune-Sun offers the 
one best way to cover this 
big, busy market thor- 
oughly at low advertising 
cost. Ask the West-Holliday 
man. 


UNION and TRIBUNE- SUN 


ae 
in 


Morning, Evening and Sunday | 
California's New Major Market 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO.., Inc. 


New York + Detroit» Chicago + Denver Seattles Portland San Francisco*Los Angeles 


HA ymarket 1 


e Ca 


812 W. VAN BUREN STREET 


-1000 © Chicago 7, Illinois 


Lan-O-Sheen Glass Cleaner Introduced 


Sr. Paut—Lan-O-Sheen Inc., 
currently in the midst of an all- 
out promotion campaign for its 
Lan-O-Sheen “miracle suds,” has 
introduced a new liquid glass 
cleaner under the Lan-O-Sheen 
name and will promote it actively 
in markets where the suds product 
is being featured. 

Lan-O-Sheen glass cleaner is 
being introduced in St. Paul, Min- 
neapolis, Duluth, Milwaukee, Des 
Moines and markets in North and 
South Dakota in an introductory 
pack offer of a bottle of the cleaner 
plus a screw-on sprayer—a “40¢ 
value, both for 29¢.” 

Approximately 90% distribution 
has been obtained in the test mar- 
kets, according to R. D. Appleton, 
advertising manager, and con- 
sumer advertising will start 
shortly. 


= Currently, newspaper, radio 
spots and TV in Minneapolis, St. 
Paul, Duluth, Milwaukee, Des 


Moines and St. Louis are ham- 
mering at a “save $19.50 in clean- 
ing bills” theme for Lan-O-Sheen 
suds. The theory is that the woolen 
cleaner, costing 35¢ a package, will 
perform enough work to save dry 
cleaning bills on three woolen 
sweaters, a woolen blanket, a dav- 
enport, an upholstered chair, a 
baby layette and a woolen rug. 

Lan-O-Sheen is a powder which 
is mixed with water. 


Dynavox Appoints Adams 


A. D. Adams Advertising, New 
York, has been appointed to handle 
the advertising of. Dynavox Corp., 
Long Island City, N. Y., manufac- 
turer of portable electric phono- 
graphs. Business papers, direct 
mail and newspaper cooperative 
advertising will be used. 


Hood Elects Blanchard 


Raymond H. Blanchard, vice- 
president of Hood Rubber Co., 
Watertown, Mass., a division of B. 


Advertising Age, April 17, 1950. 


F. Goodrich Co., has been elected 
president of Hood. He succeeds the 
late C. Lawrence Munch. Mr. Blan- 
chard joined the company in 1917, 


Sponsors ‘Cole’s Corner’ 

The Los Angeles Area Dodge 
Dealers have signed to sponsor 
“Cole’s Cozy Corner,” a new mu- 
sical variety show, on KECA-TY, 
Los Angeles. The contract is for 
26 weeks through Ruthrauff & 
Ryan. 


Appoints Ramsdell Agency 

General Cellulose Co., Goswees 
N. J., converter and distributor o 
cellulose wadding and absorbent 
tissue products, has named the con- 
sumer goods division of Lee Rams- 
dell & Co., Philadelphia, to handle 
its advertising. 


Appoints Bradberry 

John Bradberry, formerly sports 
editor of the Atlanta Constitution, 
has been named advertising and 
promotion director of Reeder & 
McGaughey, Atlanta, sporting 
goods company. 


The CITY Market 


families. 


Topeka—a 21-county 
market* that has 28% 
of the state's effective 
buying power and 
23% of all Kansas 


The FARM Market 


WIBW's farm market 
is made up of big-buy- 
ing families on farms 
and in agricultural 
communities in Kansas 


and adjoining states* 
*Consumer Markets, 1949 a 


* Audit Bureau of Circulation 
WIBW is the station “‘listened to most"’ 
by buyers in the Topeka Market*. . . 
three times more listeners than all other 


Here again, WIBW is the “most lis- 
tened to” station having ten times as 
many listeners throughout Kansas as 


all other Topeka stations combined.* 


“aoe *Kansas Radio Audience 1949 


*Kansas Radio Audience 1949 


Just one station —WIBW —gives you the hardest 
hitting selling force in both city and farm markets. 


For the CITY Market | ALL YOU NEED iS WIBW 


For the FARM Market 


w st 


“THE MAGIC CIRCLE” 


WIBW - TOPEKA, KANSAS » WIBW- FM ne 


es Ww 


c- 


Rep: CAPPER PUBLICATIONS, Inc. » BEN LUDY, Gen. Mgr. * WIBW * KCKN 
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BOOTH HONORED—George F. Booth (center), president of Station WTAG and pub- 

lisher of the Worcester Telegram-Gazette, receives the first annual Isaiah Thomas 

award for distinguished community service from Gilbert H. Sundberg (right), pres- 

ident of the Worcester Advertising Club. Sen. Henry Cabot Lodge is applauding 
the proceedings. 


Aitken Heads Mission Dry 


W. D. Aitken has been elected 
president and general manager of 
Mission Dry Corp., Los Angeles, 
succeeding J. W. Pipes. Elevated to 
vice-presidencies are W. J. Kuehn, 
in charge of advertising and sales 


promotion, and G. A. ez, 
in charge of the export de ent 
J. F. Reid is treasurer; C. Rob- 


erts is secretary. Named to the ex- 
ecutive committee are T. J. Man- 
gan, chairman, and Fred Brosio 
and W. H. French. 


Names McConnell, Eastman 


McConnell, Eastman & Co., Mon- 
treal, has been named to direct the 
advertising of Brown Corp., pro- 
ducer of paper towels and acces- 
sories. Magazines and trade pub- 
lications will be used. 


KSFO, KFWB Name Rambeau 


William G. Rambeau Cod. has 
been named national sales repre- 
sentative of KSFO, San Francisco, 
and KFWB, Hollywood. 


Warner Names Rhodes A. M. 
Edward W. Rhodes has been ap- 
pointed advertising manager of 
Warner Hardware Co., Minneapo- 
lis, succeeding the late Martin Ol- 
son, who held the post for 26 
years. Mr. Rhodes was formerly 
in the advertising department of 


‘ International Milling Co. 


Rehbock-Hollinger Named 

Praco Photo Products Co., New 
York, manufacturer of flashgun 
equipment, has appointed Reh- 
bock-Hollinger Advertising to han- 
dle its account. Trade and con- 
sumer publications and direct mail 
will be used. 
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Green Heads Dr. Pepper 

Leonard M. Green has been pro- 
moted from executive vice-presi- 
dent of Dr. Pepper Co., Dallas, to 
president. He has been acting pres- 
ident since the resignation of Don 
C. Bryan, who left because of ill- 
ness. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


U.S.A. 


Ankratt® 
IS: 


LOW COST - RANGE OF SIZES 
ALL-WEATHER 
Write Today for Complete information 


“TRUK: AD” 


Ge T Spor A bet oie AD! 


YARDER 


State Charges SF 
Adman with Misuse 
of Infantile Funds 


San Francisco—Charges of mis- 
appropriating thousands of dollars 
collected for the Sister Kenny 
Foundation were lodged last week 
against a local advertising agency 
executive. 

Henry von Morpurgo, who heads 
his own advertising and public re- 
lations staff here, is the defendant 
in a civil suit filed before Superior 
Judge Theresa Meikle by the state 
attorney general’s office. 

The suit alleged that of some 
$150,000 collected. by the Northern 
California chapter of the polio 
foundation between Nov. 9, 1945, 
and November 1949, only $1,274 
actually went to combat infantile 
paralysis in California. 


s More than half the contributions 
went to von Morpurgo or were 
listed by him as “incidental ex- 
penses,” the suit charges. 

The advertising man, according 
to the attorney general’s office, 
drew $65,185.43 and also expended 
$1°,698.65 for incidental expenses. 

Named as defendant in the suit 
with von Morpurgo is the Sister 
Kenny Organization to Combat 
Infantile Paralysis Inc., which for- 
merly was the Northern California 
chapter of the national Sister 
Kenny Foundation. Its charter was 
revoked in 1947 and the name 
changed at that time. 


s Mr. von Morpurgo said he was 
flabbergasted by the charges. He 
said he had voluntarily frozen the 
$50,000 or $55,000 still in the or- 
ganization’s fund last November, 
was cooperating in every way with 
the attorney general’s office, and 
the suit came as a complete sur- 
prise. 

He declared he had made any- 
thing but big profits from the 
Sister Kenny work. Rather, he said, 
he has paid money out of his 
pocket to keep the work going. 

“I was being a good guy and 
got caught in the middle,” he said, 
insisting that his agency had lost 
money handling the campaign. 

He said the suit resulted from a 
jurisdictional dispute with the na- 
tional foundation in Minneapolis 
over the Northern California chap- 
ter’s autonomy. 


Carbona Appoints Harris 

Ralph Harris Advertising, New 
York, has been appointed by Car- 
bona Products Co., Long Island 
City, to handle the advertising for 
its cleaning fluid, soapless lather, 
shoe whitener and shoe polishes. 
Newspapers and outdoor posters in 
the local area will be used. 


Dobkin Joins Lancaster 

Lancaster Advertising, New 
York, has added Don Dobkin, for- 
merly with Wiley, Frazee & Dav- 
enport, as copy chief and account 
executive. . 


you are now using. 


wr 


LOOK FOR THE 


if you need a printer who is ready 
and willing to supply your needs on 
Hammermill papers, call Western 
Union by number and ask “Operator 
25” for the name of a member of 
the Hammermill Guild of Printers. 


MERMG, 
BOND —< 


Companion papers for office use include Hammermill 
Mimeo-Bond and Hammermill Duplicator 


WATERMARK... 


— ©You’re right! This 
paper makes our letters 
look 100% better!” 


on time.” 


On Hammermill Bond's firm, clear, snow-white surface your 
letterheads and many kinds of business printing have the right 
background of quality and prestige. Both the printed 
matter and your typing will stand out with new sparkle 
and impressiveness. 

Ask your printer—a specialist in paper and printing. He’ll tell 
you why he can furnish better work on this fine paper— 

’ why it has been standard for many years with 

tens of thousands of progressive firms. 


Prove it yourself, in your own office, Compare it with the paper 


“Hammermill Bond 
makes any typing clearer 


too. We can erase on it 
without retyping the whole 
letter. We finish the mail 


A real “show-how” portfolio... actual printed specimens to help 
you design a letterhead to represent your firm properly ... time- 
saving forms that cut down errors and waste... sample book of 
Hammermill Bond. Send coupon for your FREE kit now. 


as 


It's faster 


Hammermill Paper Company, 


" llaamaiaa anaes a iatiatines teeta 


1459 East Lake Road, Erie, Pennsylvania 
Please send me—FREE-—the Working Kit of Hammermill Bond. 


Name 


Position 


tienen 


(Please attach to, or write on, your business letterhead) 


AA 4-17 


IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


F ? || " 
1950 Advertising Age, April 17, 1950 at 
. , - | 
7 SSR a Me Fae Mie ee % s > a? ss e sc. a « nas ° 
a sata us \Wwe 
3lan- 3 
1917, > : i ‘fiend al ee 
: Fc ; pe ‘ = : : ees 
odge | | GEORGE FRANCIS BOOT? ane 
onsor 4 . + : ‘ a 4 rr ee fe ; 
mu- | | ae ‘ ye . —— ~CSO 
-TV, | |} . DIS Meo UISHEQ’ COMBI Ia SER ae. 
: ¥ Tae ‘galt 
s for A ee 7 ee ) a ioe 
ff & , moe. : @ . rei ‘ ~ eee x te * ae ig ls 
3 PC, SOI aimee : cr cial be q fies A oie ee 
ae 
vood, Ce ee ve oe : . 
or of i & 
rbent Neen et ee si 
con- 3 ; 

: P em ; | — ‘ 
ams- ve ie! Qup™ <e = - 
andle =f keer < oe ee Cf i. : Up a) OS) , i 

: il a m=! : 
, -_ 4. * 
—— Ain? i: 
TS is 
CARRIERS — 4) 
<< SY ay | 
| and YARDER MFG. CO., 816 PHILLIPS AVE., TOLEDO 12,0./ = 
er & 2 
rr Food lie 
rting , a 
* 
, : : ‘ 
. oe : : ee! 
= 1 ea Bret. ~~: ° : ij 
a Y - ; 
Po.” re 
# 2. h 
. ti ) re, a 
: ee Se ‘ 
=. a Beige ey a er 
‘ - x _— ped ud es = \ ee 
é : ee 5 iat Pi =e 
% ee A estas og on ie 
eS ees ae \ . > 
3 Py * fs > - _ ms : 
+ a Bi and sharper. eerie ee ns ie : 
4 “ee ' rae, A + ; Peak 
7 ‘ on 1 es: ‘ a eee 
F ae * and ; ee re pam oe hae 
i A * ‘a Rte Dee. ee aah eer ete 
My “79 ie ia th Pee oa 
¥ : : a neh gol tara bad ii ‘ coe 
i > — Rie ae ie 
7" ee P Bes: ae ot Rtg At a as ale 
‘ e% Sk Oe es lias es 
s ae Sy pate es Peg ee ge aes oe 
. 7! gee te nk Sine oh Paes ei $ 
F ae eds ss eT ee ee La Wee " ae 
; , eat, Aer Sera) sa Nae ae tone 
eae: re Se be ee pie. 
Ae Lo a es TS ea ea eae Pie 
ee pes =. ome ee itn at KMS Sl soe AYN A a ag ate ae 
. g Pe oe ; ns Ya ! ae , yale x Ry oe oe ae Belk ae ee 
ey et a oF, to paw : rer,” i REL GL” ‘peice lala ie imme pone 
cer pe ec ern 5 en pe eee ee ‘ : Wigs a Dig en A Bl: oe em er ma: 
ie ee eg ie ae e geet es ; ; Se. SOMES 2 ID tir ae Berk 
‘ ae oe tee ere ee Sie Fe, f ae #4 > Bs : a Bete a pias f 
a Po, Sha ci oo ae by ’ #. . 2 Pala ee %\ X eu EE foci 
o ig ah omer eat a et See ee &- ‘ 5 “a Pres Ree Nee tegty eRe 
Pa ae A yr. ‘aan argh : ‘ Ba SAM econ «= 
Saeed ‘ea ees, Rerep ery Se ame ig aes : ams ‘< ‘. bale ae - wee en 4 
i ; Boe a QQ aa \ ‘i 
. : ; os age : a , TN ne bi o ; ie” : NI : 
at y a Os eke A . % ; 
y- ‘ iy “ ae s ‘ sre 
“ | rae : 
al 4 = 
Bs ; Se pag as) ; 
a bis = ee gs Ba 
: , ——_— Pe nn RARE ngs eee : 
as A he aay pas hie * sole é “e Tee ek sgt: i “es . vee 
a ELS aan aa ke 7, ~ eae ee 
a fice my ees, : aie 
S ae a hee egal Lol be B ’ ¥ 2 
Sars ie Pies SE . tity pcos] sill 
Fon X SEND FOR THE FREE WORKING KIT OF HAMMERMILL SOND } aa 
HAMMERM LS ee: 
oulLD ‘ 
xm _ SaaS 
PRINTERS 
eset ans,” e oe 
es — —~ mm 
1 ae 
_——— ie 
= 7 | 
3 a al | 
: ie ie i . 
ed Bight ce Se ' 
) 
" oe 
Cie Sam Bis «ig GRRE Ss EOS eR OIE eer ASS RR RE OSG REMI an ee PN a OT 


64 


United Starts ‘Fly 
to The Factory for 
Your New Car’ Drive 


Cuicaco—United Air Lines has 
Jaunched an intensive ad cam- 
paign, aimed at prospective car 
buyers, with 300-line newspaper 
ads to appear in cities served by 
the airline between Denver and the 
West Coast. Other ads will appear 
in April and May issues of auto- 
motive and west coast publications. 

Theme of the new program is 
“Get a free vacation when you buy 
your new car... Fly United Air 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 
Harve Feil &- Company 


11 E.WALTON PLACE - CHICAGO 11 


Lines to the factory ... Drive your 
new car home.” 

The plan works like this: a pros- 
pective car owner makes his pur- 
chase from a local dealer. The 
dealer arranges financial details 
and for factory delivery. Money 
saved on freight and handling, 
charges then is used for air trans- 
portation to the factory, plus travel 
expenses driving the new car back 
home. 


ws A check of freight costs versus 
airplane fares shows the following: 
Average freight charge on a Buick 
from Flint, Mich., to San Francisco 
is $310. Plane fare is $148.35, or 
$222.52 for two on the “family 
plan.” Add to this the cost of driv- 
ing the new car back home. 

A feature of the plan is that the 
dealer loses nothing—all that is 
involved is freight and handling 
charges. United reports that some 
Packard, Hudson, Kaiser-Frazer, 
Buick, Plymouth and Cadillac 
dealers already have adopted the 


plan. 


Timken Schedules Forum 


Timken Roller Bearing Co., Can- 
ton, O., will hold its third open fo- 
rum meeting April 19. The meeting 
is designed to give employes an 
opportunity to question the Timken 
board of directors concerning the 
problems affecting the company. 


Agency Incorporates 

Blumberg & Clarich, New York 
advertising, sales promotion and 
management consultant, has in- 
corporated as Blumberg & Clarich 
Inc. The agency has moved to 853 
Broadway. 


Two Appoint Seelig Agency 


Hauck Bakeries Inc., and Yur- 
Favorit Cake Co., both in St. Louis, 
have appointed Seelig & Co., St. 
Louis, to handle their advertising. 
Radio and television will be used 


Du Bois & Co. Moves 


Cornelius Du Bois & Co., New 
York, market and public opinion 
researcher, has moved from 551 
Fifth Ave. to new offices at 17 E. 
42nd St. 
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OUR NINE DEPARTMENT HEADS” 


Says WILLIAM K. KLEIN, Superintendent 


HURLEY HOSPITAL 
Flint, Michigan 


Measure Your Hospital 


Coverage by this Broad, Deep Circulation 


Because HOSPITAL MANAGEMENT is de- 
liberately and skilfully edited to make it valuable 
reading for department heads as well as adminis- 
trators, it gives you full penetration of the buy- 
group—permits those who may never hear 
your salesman’s story to see your story as part of 


ing 


their professional reading. 


While there is a buying group (not just an 


tration in the 


The result—gratifying to us, and vitally im- 
portant to advertisers—is that 88.56% of hos- 
pital administrators regularly route HOSPITAL 
MANAGEMENT to their department heads. 
When you consider this deep and effective pene- 


light of our leadership in ABC 


hospital circulation, it is clear why those who 
know the market best consider HOSPITAL 


individual) to be reached in almost any industry 


today, this is particularly true of the hospital field 
wherc hundreds of specialized purchases must be 
initiated by expert department heads who are 
specialists in the most exacting sense of the word. 


In some fields there are “hidden” buying in- 
fluences that editors try to reach through a 


generalized approach. In this field the buying 


influences are easily identified, and HOSPITAL 


MANAGEMENT is editorially 


ized to serve them with specific, useful material. 


departmental- 


another 


Read them before you write another space 
order in this field! 


MANAGEMENT a must buy in the field. 


flied 


~ Management 


100 E. OHIO STREET 


Largest net paid ABC hospital circulation. 
Two extremely revealing new surveys are 
now available — one covering architects, 


CHICAGO 11 


covering food and equipment. 


Colorado Gets Flood 
of Inquiries with 
New Vacation Copy 


Denver—Since the Denver Con- 
vention and Better Business Bu- 
reau has been using the advertising 
theme “The best things in Colorado 
are free,” inquiries from prospec- 
tive vacationers have tripled, ac- 
cording to Curt Freiberger & Co., 
the bureau’s agency. 

The bureau has an advertising 
budget of $59,000, and ads were 
scheduled in America and Capper’s 
Farmer for March;.“Colorado Won- 
derland” and National Geographic 
Magazine for February and April; 
Holiday for February, March and 
April; and Cosmopolitan, The 


‘|Highway Traveler, Liberty and 


The New Yorker for May. 


s The new copy stresses benefits 
and pocketbook appeal, rather than 
the “Colorado invites you” theme 
of last year. The emphasis is on 
recreation, relaxation and peace of 
mind, rather than on night clubs, 
fancy hotels and costly entertain- 
ment. 

By the end of March a total of 
26,334 inquiries had been received, 
compared with 8,919 for the same 
period in 1949. They came from 
every state in the union except 
Utah, and from 12 foreign coun- 
tries. The foreign inquiries are at- 
tributed to ads placed in America, 
Holiday and National Geographic. 


a The state of Colorado recently 
paid out $10,000 to help stage the 
world ski championships held at 
Aspen, Colo., and, according to 
MacGruder, Bakewell & Kostka 
advertising agency here, the state 
got it’s money’s worth. The agency 
has estimated the total value of the 
national advertising for Colorado 
at about one million dollars. The 
figure is based on newspaper lin- 


~ 
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age carried on the ski meet. 

A less rosy side of the Colorado 
ad picture was painted last week 
in Colorado Springs, where mem.- 
bers of the chamber of commerce 
received copies of an editorial con. 
demning the state for penny. 
pinching on advertising funds. 


ws The editorial, from the Rocky 
Mountain News, said in part, “It 
is almost inconceivable that Colo- 
rado, to advertise its manifold at- 
tractions for tourists, last year 
spent nothing at all and will spend 
nothing at all this year.” (The 
Denver Convention and Better 
Business Bureau ad budget is 
raised by voluntary contributions.) 

After detailing the importance 
of advertising tourist attractions, 
and telling what several other 
states are doing along these lines, 
the editorial concluded, “Every 
Coloradoan benefits directly or in- 
directly from the tourist business, 
We cannot afford to lag and there- 
fore let $15,000,000 or more slip 
through our fingers. 

“Adequate support for the state 
publicity office is an urgent duty 
for the next General Assembly.” 


Diamond Picks Nagel 

Diamond Full Fashioned Hosiery 
Co., New York, has added Edwin 
R, Nagel, formerly eastern sales 
representative of Wisteria Hosiery 
Mills, as assistant to the president. 
He will be responsible for sales 
and promotion of “Fruit of the 
Loom” nylons. 


Montgomery Agency Moves 

Richard G. Montgomery & As- 
sociates, Portland, Ore., agency, 
has moved from the American 
Bank Bldg. into its own building 
at 1126 S.W. 13th Ave. 


Thornton to ‘Family Circle’ 
Wayne H. Thornton Jr., formerly 
assistant manager and program di- 
rector of Station KSUE, Susan- 
ville, Cal., has joined Family Circle 


in San Francisco. 


Keep Your Eyes 


Fiscal Year Already E 


(From the NEWS and COURIER of March 28) 


CHARLESTON LEADS 
DISTRICT AGAIN! 


Department Store Sales for February 1950 
Are Up 11% over Same Month Last Year. 


Showing an 11% increase in sales in February 1950 over the 
same period a year ago, sales in Charleston’s department stores 
led the 13 other major cities in the district, the Fifth Federal 
Reserve District report reveals. 

Of the 13 cities listed in the Fifth Federal Reserve District re- 
port, only 5 showed an increase in sales over the same period 
last year. Charleston’s increase of 11% topped the list; Nor- 
folk, Va., was second with a 5% increase; and Winston-Salem, 
N. C., was third with an increase of 3% for the period. 


(From the EVENING POST of April 1) 


PORT LEVIES TOP 
TWO MILLION MARK 


Customs Collections for First Three Quarters of 


on Charleston ! 


d 1949 Record Figure. 


The total collected so far this 


that of the last fiscal year. 


Customs collections soared to more than $2,170,000 for the 
first three-quarters of the current fiscal year following the addi- 
tion of $485,442.68 collected in March, William J. Storen, col- 
lector of customs for the Charleston district, announced today. 


$1,238,267 collected during the entire fiscal year 1948-49, the 
record year for port collections. Mr. Storen predicted that the 
collections for the fiscal year 1949-50-will more than double 


CHARLESTON’S 1949 ABC CITY ZONE 
POPULATION 130,693 — LARGEST 
IN THE CAROLINAS 


THE CHARLESTON EVENING POST 


fiscal year compares with the 
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SPAGHETTI 
MACARONI 


EINZ 


ECONOMY—Three 
ghetti dishes, illustrated in color, are 
featured in this new H. J. Heinz Co. 
grocery display, with recipes included on 
the tear-away tab at upper left. 


macaroni and spa- 


Westinghouse Gets 
TV Set Promotion 
in Hollywood Movie 


PITTSBURGH— Westinghouse Elec- 
tric Corp.’s television-radio divi- 
sion has launched a sales pro- 
motion program to coincide with 
United Artists’ release of its new 
motion picture, “Champagne for 
Caesar,” which stars Ronald Col- 
man and Celeste Holm and fea- 
tures Westinghouse television sets. 

To tie in with Hollywood’s use 
of its product, the company will 
run simultaneous 1,000-line news- 
paper ads with dealer identifica- 
tion in each key television city 
where the picture is being released. 

Several scenes in the comedy, 
which concerns a genius who keeps 
giving correct answers week after 
week on a gigantic giveaway TV 
quiz show, are framed by close-ups 
of Westinghouse TV sets showing 
} the company nameplate clearly in 
the foreground. Another part of 
the continuity features a dealer’s 
store window with Westinghouse 
receivers on display. 


s Westinghouse television dealers 
will receive additional ad mats, 
three-color window posters and 
radio copy for 30- and 60-second 
commercials. 

Dealers also will be encouraged 
to set up television receiver dis- 
plays in theater lobbies and ar- 
range with theater managers to 
award sets to holders of lucky 
numbers. Other plans call for the 
dealer to give free theater tickets 
to potential customers who are first 
to reach his store following the 
tadio commercial, 

Fuller & Smith & Ross Inc., New 
York, is the agency for Westing- 
house’s TV-radio division. 


Heggie Forms Toronto Agency 


_ Jack Heggie, formerly vice-pres- 
ident and a director of Alford R. 
Poyntz Advertising Ltd., Toronto, 
has formed a new agency in To- 
tonto, to be known as Heggie Ad- 
vertising Co. A. M. Robertson and 
John Chilman, both formerly with 
the Poyntz agency, will be director 
of creative services, and copy chief 
and account executive, respec- 
tively. Adele Chown, previously 
with Consolidated Press, will be in 
charge of traffic. The agency will 
have its headquarters at 57 Bloor 
t. West. 


Nash Rejoins Poyntz 


Claude Nash has rejoined Alford 
R. Poyntz Advertising, Toronto, 
a vice-president, account execu- 
tive and director of the agency’s 
Plans board. Mr. Nash left the 
Poyntz agency about two years 
*g0 to join Garry J. Carter of Can- 
ada, Toronto agency. Carl Durban 
has been named art director at 
Poyntz. 


Appoints Spaunburg 
Harvey L. Spaunburg has been 
tamed to the newly created posi- 
of executive vice-president 
of Veeder-Root Inc., Hartford, 
Manufacturer of counting and 
omputing devices. He has been 
With the company since 1919. 


General Aniline Promotes ‘Surfactants’ 


New YorkK—General Aniline & 
Film Corp. is promoting, through 
the R. T. O’Connell Co., a newly 
coined word to advertise bulk de- 
tergents, sunthetic detergents and 
surface active agents. 

It has never been wholly sat- 
isfied with any of those terms be- 
cause “detergents” (bulk or syn- 
thetic) is not truly descriptive, as 
many surface active agents are not 
detergents, says General Aniline. 
Some are emulsifying agents, some 
are dispersants, and some are wet- 
ting agents. The phrase “surface 
active agents” has proven cumber- 
some. 


s So General Aniline is now using 
the word “surfactant” to designate 
a surface active agent made by the 
corporation. It is advertising the 
product in spreads and pages in 
Business Week, Chemical Engi- 
neering, Chemical & Engineering 


News and Chemical Processing. 


The ads will continue for the re- 
mainder of the year. 

According to the advertiser, the 
new word “surfactant” is winning 
acceptance by editors of scientific 
publications, and even by some of 
the company’s competitors, a rep- 
resentative of the corporation told 
AA. 

In its ads, General Aniline em- 
phasizes that “oil and water do 
mix, solids and liquids do mix, 
when they have the help of a sur- 
factant.” More than 30 industries, 
including the rubber, petroleum 
and rayon fields, are said to have 
profitable uses for surfactants. 


Eliminates Differential 

The Wilmington Sunday Star has 
eliminated its national-local rate 
differential, it was announced last 
week by Stanley Ross, publisher of 
the Delaware paper. The change 
was accomplished, he said, by 
gradually raising the local rate to 
the national figure—12¢ a line. 


Justice Subpoenas 
Chicago Auto Dealers 


U. S. Department of Justice has 
issued subpoenas to 59 automobile 
dealers and dealers associations 
in the Chicago area, ordering them 
to present their records to the 
grand jury for inspection. The de- 
partment suspects restraint of 
trade practices in sales of new 
cars and wants the jury to look 
at the records and decide. Chrysler, 
Ford and General Motors dealers 
are the principal ones involved. 


Chesapeake Shoe to Umland 
Umland & Co., San Francisco, 
has been named to direct the ad- 
vertising of Chesapeake Shoe Co. 
of California, manufacturer of Buf- 
falo Billy’s, shoes for children. 
Business papers, direct mail and 
newspapers will be used. 


Cofrin Joins Schmidt Co. 


John H. Cofrin, formerly sales 
counselor for Downing Box Co., 
Milwaukee, has joined the pack- 
aging division sales staff of the E. 
F. Schmidt Co., Milwaukee. 


Issues New Rate Card 


Effective with the July, 1950, is- 
sue, Farmer’s Magazine, Toronto, 
will increase its rates. The new 
rate for a b&w page will be $805, 
as compared with the previous 
rate of $770. The publication is 
withdrawing its special discount 
for standard shape copy. All b&w 
advertising will be at the regular 
$1.15 a line rate. 


WHAT’S GOING ON? 


«| Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for main com- 
petitive advertising files and de- 
ye sales prospecis on 

types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS * FARM GENERAL 
PAPERS MAGATINES 
Chicago 4 


PAPERS 
343 So. Dearborn St 


cea A Py, Ad ; 
TIMELESS TALES 


CHILDREN WHO GREW UP listening to "Let's Pretend" 
have married...and now listen with their children 
to this same best-loved radio series sponsored by 


Cream of Wheat (Saturdays, CBS) . Unique among juvenile 
shows for its high ratio of adult to child listeners 


(almost 1 to 1) "Let 


's Pretend" has won more than 


30 honors, including the coveted Peabody Award. 
director, and cast members. 


Shown are Nila Mack, 


SALES FORCE 


FOR 98 YEARS Underwood Deviled Ham has been a 


favorite American sandwich spread. 


11 years Wm. Underwood Co. has been a client of 
BBDO Boston. Underwood has no direct salesmen on 


its payroll. 


It creates demand with a "sales 


force" consisting of advertisements in 14 maga— 
zines, frequent mentions in a syndicated food 


column and messages 


to the grocery trade. 


For more than 


NEW YORK * BOSTON * BUFFALO * 


SAN FRANCISCO * HOLLYWOOD * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CHICAGO * CLEVELAND * PITTSBURGH 
LOS ANGELES * DETROIT 


SUCCESS STORY 


ARMSTRONG'S CHEMISTS have developed adhesives 


that do almost incredible things. 


They were in 


a position to take on other unorthodox fastening 
problems. So a campaign was prepared for Business 
Week, and Product Engineering. Perhaps it was the 
woodcuts that did it. Anyway, problems poured in 


by mail, wire and telephone. 


Several interested 


executives came to the plant in person! 


THE BIGGEST single advertisement ever placed in 
the fashion field broke Du Pont's news last month 


that "It's a Rayon Spring." 


ried six full-color pages; 
pages each. 


Two magazines car- 


five others had five 
Supplementing the magazine campaign 


were trade ads aimed at mills, cutters, converters 
and retailers; merchandiSing kits and displays 
for retailers; newspaper and radio publicity. 
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Otters a New Suggestion 
for Cigaret Ad Theme 

To the Editor: For a good many 
years, the theme of most tobacco 
advertising was based on “taste.” 
Everyone was urged to taste cig- 
arets. At times, it appeared that 
tobacco was good to eat, and would 
make a quick snack when com- 
pany dropped in. I know a lot of 
people who were never convinced, 
and who still think that tobacco 
tastes like hell. 

Although taste is still important, 
it seems that now “smell” is the 
No. 1 theme. We see announcers 
digging their noses into an opened 
pack, and urging the prospective 
customers to do likewise. I tried 
this stunt, and don’t think much 
of it. A few strands of the weed 
managed to find their way into my 
sinuses, and it wasn’t pleasant. 
Furthermore, most cigaret tobac- 
cos manage to smell pretty much 
alike. 

After the present “smell” motif 
has been exhausted, we undoubt- 
edly will see new copy based on 
sound. We’ll be told to try listen- 
ing to the crackle of tobacco. There 
will be loud, harsh crackles, and 
soothing, mild ones. To be sure, 
the cereal companies may object. 
Our eardrums have ached for 
years now because of the din cre- 
ated when you pour cream over the 
breakfast food. 

Of course, scientific tests will 


This department is a reader’s forum. Letters are welcome. 


prove that this or that cigaret 
sounds better. And to prove it, all 
you have to do is ask a doctor if 
it isn’t so, meanwhile making sure 
you hand him a carton. 
STEPHEN TEDOR, 
Chicago. 


The “sound” program may never 
develop, since FTC’s bifocals are 
being trained on the cigaret com- 
panies’ advertising (AA, April 10). 


DMAA Report Was Presented 
as an ‘Accurate Estimate’ 


To the Editor: Your editorial 
“Figures Can Sometimes Obscure 
the Facts” in your March 20 issue 
is really a valuable contribution to 
the thinking which should be done 
n connection with dollar volume 
reports of various advertising 
media. 

I am commenting on it because 
the estimate released by the Direct 
Mail Advertising Association Com- 
mittee, of which I am chairman, 
prompted your editorial. As you 
will recall, our news release of 
March 6 very definitely describes 
our figure as an estimate. I think 
the whole wording of our news re- 
lease made clear that we were 
presenting it as an accurate es- 
timate. 

We did a considerable amount 
of research, we got all the infor- 
mation we could from the Post 
Office Department, from users 


THE LOUISVILLE TIMES | 


Owners and operators of Radio Station WHAS and Television Station WHAS- TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


and recipients of direct mail ad- 
vertising, and then made our ac- 
curate estimate and issued it as 
such. 

You’re absolutely right when 
you say that these various “facts” 
which you refer to in the different 
fields of advertising and sales 
statistics, are really not facts. They 
are not completely measurable, 
they are not subject to absolute 
verification. However, in our case 
our estimate is based on careful 
study, and I think that anyone 
else who goes through the same 
steps that we went through will 
reach approximately the same es- 
timate. 

Thank you for the very good 
publicity which you gave our re- 
port, and for your sound advice 
in evaluating it. 

Horace H. Naum, 

President, Hooven Letters Inc., 

New York. 

ee @« @ 
Spots a New Low 

To the Editor: See attached 

Early Times aq that appeared in 


Everybody Can Afford 
Kentucky's Favorite Straight Bourbon 
at the NEW LOW PRICE of “(00 a Fifth 


EARLY TIMES 


‘jp, SUGRYS furonere STRAT BOURBON 


sar co. sewierinne © ar oMhn s warner He 4 TeAES OOP > 46 FeOee 
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the Indianapolis Times. 


How low can whisky prices get? 
WILLIAM L. Dye, 
Young & Rubicam, Chicago. 


Asks Equal Prominence 
for Campaign Failure News 


To the Editor: So the Calvert 


switch campaign didn’t meet ex- 
pectations—else why should they 
be dropping it? ADVERTISING AGE 
errs bady by burying the story on 
Page 67 in the March 27 issue. The 
campaign was brilliantly clever 
and wonderfully executed. But, 
obviously, it just isn’t paying off. 
We'll create better advertising 
when we profit by the failures of 
such campaigns. It is a solemn 
obligation of ADVERTISING AGE to 
spotlight big failures as well as 
successes. When our fraternity has 
seen enough failure stories then 
maybe we will learn to judge our 
productions on the basis of “how 
prospects will react and why,” not 
on the basis of our subjective pref- 
erences and tastes. 
Murray SussKIND, 
Dean Susskind Inc., New York. 


“Buried,” indeed, Mr. Susskind! 
At top of column alongside late 
news flashes, the hottest feature 
in the book? If AA “buried” the 
Calvert switch, we certainly did it 
with pomp and circumstance. 

And incidentally, we’re not so 
sure the campaign is being dropped 
because it didn’t pay off. There 
might be other reasons. 


Sheds Light on Elgin Copy 

To the Editor: I just can’t help 
but comment on the fine criticism 
The Creative Man directs toward 
the Elgin ad (AA, March 27). It 
is also of quite a little interest to 


read your guess as to the person 
who might be responsible for this 


creation. 

It might be of interest to you, 
if you don’t actually know, to learn 
that a writer in JWT who earns 
more than $30,000 per year is the 
author. Far from being a cub, this 
man is in his 50s. 

Maybe there is something in that 
over 50 story after all. 

A Goop READER, 


Milwaukee. 
eo e am 
Chryslers Are ‘Engineered’ 


To the Editor: We are of mixed 
emotions regarding Copy Cub’s 
mention of Chrysler advertising in 
your March 27 column. Credit for 
the “imagineering” word belongs 
to Aluminum Co. of America— 
much as many other people would 
like to own to it. 

The Chrysler Corp. series you 
have noticed doesn’t use the word 
—much as it fits our subject mat- 
ter. If you’ll take a careful look at 
some of the Chrysler Imagination 
advertisements, you will see that 
we have filled the “wide opening” 
you mention. Our cars are engi- 
neered. 

But there’s always room for the 
next word, What will it be? 

J. T. SELLERS, 

N. W. Ayer & Son, Philadel- 

phia. 


Step Forward Please 

To the Editor: I was interested 
in your note in “Rough Proofs” 
that “Chrysler products are imag- 
ineered, and International Har- 
vester promises that its refrigera- 
tors are femineered, apparently 
leaving a wide opening for the 
company whose line is_ engi- 
neered.” 

According to a friend of mine, 
who was chief engineer for a con- 
sumer products company here in 
the Miami Valley, the term “engi- 
neer” when applied in ads saying 
“This product is properly engi- 
neered” or words to that effect, 
means that the product is a gim- 


crack and has NOT been soundly | 


designed or constructed. That’s the 
real meaning to qualified mechan- 
ical engineers. 
Is there a semanticist in the 
house? 
Wane ATKINSON, 
Press and Radio Relations, 
Dayton, O. 
ee ee 
Hope for the Best 
To the Editor: “ ‘Future’ Changes 
Format,” says an AA headline. 
For better or worse? 
CHESTER A. GILE, 
Chester A. Gile Advertising, 
Milwaukee. 
eee 


Woolf Critic Defends 
Small-City Ad Practices 


To the Editor: James D. Woolf 
gives small-city newspapers and 
their advertising staffs a rough 
going-over in his “Salesense in Ad- 
vertising” article in the March 
13 AA. 

He is deadly serious in his ob- 
servations and opinions and yet 
I get a chuckle over some of the 
half-right, half-wrong conclusions 
he reaches. 

Perhaps Mr. Woolf is seeing 
things through the eyes of a big- 
city, big-agency, big-account ad- 
vertising perfectionist. If so, he is 
at a personal disadvantage. 

One must get the “feel” of small- 
city life, customs, attitudes and in- 
terests before he can judge fairly 
whether or not the local adver- 
tising practices are terribly wrong. 

In the nation’s thousands of 
small cities and towns, there are 
all kinds of publishers and all 
kinds of newspapers, ranging from 
the best to the worst. They do not 
conform to any standardized pat- 
tern. 

If one is looking for -horrible 
examples, it is easy to find them. 
If one is looking for newspapers 


that deserve high commendation, it 
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is likewise easy to find these, 
Some of the nation’s best news- 
papers are published in small cit. 
ies. 

Viewing the entire field, one 
finds that a substantially large 
number of small-city and small- 
town newspapers are doing a very 
creditable job—in advertising as 
well as news content—when one 
considers fairly their physical and 
economic limitations... 

Advertising, in its simpler 
phases, is not a cold science that 
demands years of training before 


Tom Fleming 


has 2 cities in one 
PORTSMOUTH, Ohio! 


Mr. Media Director: 

Did you know that Southern 
Ohio has two cities in one? 
They are not twin cities, like 
Minneapolis and St. Paul; but 
two distinct corporations with- 
in the corporate limits of 
Portsmouth, where, last year, 
the Portsmouth Times helped 
its friends move $24,386,000 
worth of food. 


The twin city set-up 
Portsmouth has a population 
of 46,396 and, within its cor- 
porate limits to the east, is a 
separate community called 
New Boston. This live, pro- 
gressive market has a popula- 
tion of 6,035 and is bordered on 
three sides by Portsmouth and 
on the south side by the Ohio 
River. 


Why so many favor 

us when a test campaign 
is run 

1st. We are 100 miles from Cin- 
cinnati, 93 miles from Colum- 
bus. 2nd. We know personally 
all of the outlets you will need 
for the distribution of your 
goods. 3rd. We have helped 
many to prove here, at a very 
low cost, the best way to test 
copy, displays, sampling, etc., 
etc. 

Case histories available. Drop 
me a line. I'll be glad to send 
you, without any cost, a few 
case histories of work we have 
done for others. My time is 
your time when you want 
something done in Portsmouth. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


© PORTSMOUTH (OHIO) TIMES 
© SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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one’s abilities should be put to 
practical application. 

Many young persons—yes, even 
those “barely out of high school 
or college”—have the basic quali- 
fications to do a satisfactory job, 
with a minimum of guidance, on 
a small-city or small-town news- 
paper... 

Obviously much of the small- 
city newspaper advertising isn’t 
perfect—an advertising “expert” 
can readily pick flaws in the copy, 
layout or typography—but despite 
these defects, if it is simple and 
sincere, with a wholesome spark 
of “home town” friendliness, it 
does an effective job in a field that 
does not insist on perfection... 

Because the small cities and 
towns in any area are frequently 
rivals as well as neighbors, busi- 
ness progress is often closely allied 
with strong local community spirit. 
The local publishers and local 
business men know this fact. In 
boosting community pride and 
local business progress, they em- 
ploy advertising practices some- 
what distinctive from those of 
big-city newspapers. They pub- 
lish special editions, special sec- 
tions or. special pages to feature 
and boost local events and ac- 
tivities—local fairs, athletic games, 
conventions and reunions, high 
school commencements, building 
dedications and many similar oc- 
casions. 

Much of the display adveriising 
in these special editions or special 
pages is not merchandise adver-~ 
tising but is very definitely good 
will advertising by the business 
houses... 

Apparently all this is abhorrent 
to Mr. Woolf because it doesn’t 
match his conception of what ad- 
vertising is and how it works. He 
speaks of - “countless millions of 
dollars wasted”...“the worst 
crime against advertising” ...the 
publisher’s “thirst for advertising 
revenue”...the many newspapers 
that “shamelessly prey” on the “‘in- 
nocence and ignorance” of local 
business men. 

He even cites a survey that dis- 
closes, among other things, that in 
one city of 45,000 population, some 
retailers advertised “because their 
competitors advertised.” And to 
cap it all off, he reveals the sordid 
fact that in one instance he knows 
of, “five local advertisers were 
permitted the same stock cut of 
Santa Claus in the same issue of 
their paper!” 

I’ll concede that this is not or- 
thodox, but candidly, Mr. Woolf, 
must Santy change his makeup 
every time he pops into print? 

ELtuis J. BAKER, 
Hernando, Fila. 


‘Stimulating, Adman Calls 
Shift to Small Community 


To the Editor: I have read with 
interest your recent feature by 
James Woolf, in which he wonders 
about the quality of advertising in 
Oshkosh, Podunk, Dairyville, and 
waypoints—also your follow-up 
editorial, “‘The Hinterland Suffers 
from Drouth.” 

Here I sit in Belmont (pop. 4,812, 
but growing) which, I have a faint 
Suspicion, is typical of the com- 
munities you and Mr. Woolf have 
in mind. From my office I cover 
my own community and other 
towns such as Burlingame, San 
Mateo, and Redwood City, ranging 
in population from our 4,812 to 
about 40,000 in San Mateo. For my 
clients—some retailers, some man- 
ufacturers and distributors—I pre- 
Pare local newspaper campaigns, 
radio spots, direct mail, regional 
and national magazine small-space 
advertising, and promotional lit- 
erature for mail order business. 
It’s quite a change (and a very 
Stimulating one) from my pre- 
vious task of copy and contact on 
the Spreckels sugar account for a 
San Francisco agency. 

I’m enclosing samples of a few 
of the jobs turned out by me re- 


cently. I’d be interested in the re- 
action you and Mr. Woolf might 
have to this material. 
Incidentally, I’ve recently sub- 
scribed to ADVERTISING AGE for 
the first time and find it the big- 
gest single aid in my business. 
RAyYMonpD I. LANG, 
Raymond I. Lang, Advertising, 
Belmont, Cal. 
Sa oe 


Pioneer Has Advertised 
Nationally Since 1902 

To the Editor: ADVERTISING AGE 
for March 20 carried a story on 
Page 70 headlined “Pioneer Tries 
Consumer Ads for the First Time.” 
This statement and similar state- 
ments in the body of the story are 
not correct and apparently re- 
sulted from a misinterpretation of 
the fact that this is the first cam- 
paign prepared for us by N. W. 
Ayer. 

Actually, we have been adver- 


tising in national media for nearly 
50 years, starting with an ad- 
vertisement in The Saturday Eve- 
ning Post Jan. 25, 1902. Pioneer 
consumer advertising has been ap- 
pearing practically without in- 
terruption in leading national 
magazines since 1931. 

A correction of your statement 
seems in order. It will certainly 
be helpful in keeping the record 
straight with our many friends in 
advertising and merchandising, and 
will impress upon them the fact 
that your publication, when it does 
make an error, is quick to rectify 
it. 

RosBert W. NEELY JR., 

Pioneer Suspender Co., Phila- 

delphia. 

AA has carried numerous stor- 
ies on Pioneer advertising in the 
past, and slipped badly in letting 
the story carry the wrong impli- 
cations. We are sorry. 


Avondale Plans Promotion 


Avondale Mills, New York, will 
break four-color pages, through N. 
W. Ayer & Son, in May issues of 
Butter'ck Pattern Book, Good 
Housekeeping, McCall’s Magazine, 
McCall’s Pattern Book and Simpli- 
city Pattern Book, featuring seer- 
sucker fabrics. 


St. Georges & Keyes Named 


Romanoff Caviar Co. has ap- 
pointed St. Georges & Keyes to 
handle its advertising. Sheldon, 
Quick & McElroy had the account 
formerly. The new agency will also 
handle the company’s public rela- 
tions and promotion. 


Takes Over BVD Sales 

Allen Magee, vice-president of 
the BVD Corp., New York, has 
assumed the additional duties of 
sales manager as of April 1, fol- 
lowing the resignation of Perley 
B. Merry. Mr. Magee will be as- 
sistant sales manager. 
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More and More the Best 


COMPREHENSIVE 
MARKET ANALYSIS 
The Deseret News 1950 Con- 
sumer Analysis of the Greater 
Salt Lake Market is an even 
better sales- planning guide 
than last year’s edition. If 
you haven’t received a copy, 
one will be sent free on re- 

quest. 


— in the Mountain West! 
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THE COST OF ADVERTISING 


If this issue of “Grey Matter” 
doesn’t leave in its wake an in- 
crease in average blood pressure 
among our staff members; if it 
doesn’t cause at least one case of 
apoplexy; if it doesn’t ulcerate 
some ulcers, then we may justly 
claim that we’re a pretty sturdy 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
eince 1926 
LOS ANGELES HALLIBURTON BLDG. 
NEW WORLD LIFE BLDG. 


Face the Facts, Says ‘Grey Matter’: 
It Takes More Ad Dollars to Do a Job 


breed of advertising homo sapiens. 

You see—we intend to discuss 
the rising eost of advertising. 

We intend to say that of course 
the cost of advertising has gone 
up—perhaps even as much as the 
cost of your merchandise, although 
not for precisely the same reasons. 

We intend to say that the cost of 
advertising, if it does come down— 
will probably come down less 
rapidly than the cost of your mer- 
chandise! That’s because its rise 
is due only in small measure to 
inflation. 

We intend to say that the rise 
in the cost of advertising is due, 
in ‘large measure, to long-term 
trends that would have evidenced 


Artloom Carpet Company, 


vertising program; 


prestige upon the product. 


San Francisco. 


Why Artloom picks 
The New York Times Magazine 
to sell its carpets 


New York, is running its 


first national advertising campaign this year. Major 
portion — 9 color pages — will be concentrated in The 
New York Times Magazine. Reasons, by Charles P. 
Quigley of Robert B. Grady Company, New York, 
Artloom advertising agency, are: 


1 To give strong advertising support to Artloom dealers; 
2 To make sure dealers are familiar with Artloom’s ad- 


3 To appeal to the quality-conscious consumer ... reflect 


Adds up to good reasons—if you're selling anything 
for the home — why you should get in touch with The 
New York Times advertising office nearest you... in 
New York, Boston, Chicago, Detroit, Los Angeles, or 


a a ae 


You save 
precious hours on 


every production job with 
Faithorn 3-in-] service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
PAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


themselves even though inflation 
had been totally absent. 


a We intend to say that the ad- 
vertising fraternity hasn’t helped 
the advertiser, nor aided itself— 
by glossing over the truth. 

All that, we know, can be turned 
against us. We can—and probably 
will—be accused of every heinous 
offense on advertising’s criminal 
calendar. But that isn’t all we in- 
tend to say; not at all. 

We also intend to say that the 
1950 ad dollar (with perhaps rare 
exceptions) cannot do the same 
job as the 1940 ad dollar—any 
more than a 1950 factory dollar 
can do a 1940 job! 

And that, of course, permits any- 
body and everybody to rush in and 
say: “That may be true of Grey 
Advertising—but WE can make 
your 1950 ad dollar do a $1.50 job 
as compared with the 1940 ad 
dollar!” 

Well—here’s our neck; here’s 
the chopping block; here’s the axe 
—executioner, strut your stuff. 


WHY ADVERTISING COSTS 
ARE HIGHER 


No toe dunking. No stalling. 
Here, pronto, in capsules, are our 
reasons for believing that the cost 
of advertising has gone up and had 
to go up since 1940: 

1. A larger total volume of ad- 
vertising. The more advertising, 
the less the public can absorb, re- 
tain, act upon. 

2. A larger total number of ad- 


vertisers and brands in each com- 
modity classification. The greater 
the competition among advertisers 
in a single field, the more costly 
the advertising. Cost is implicit 
in competition! (This may not be 
equally true of a new field, like 
television sets.) 

3. A larger variety of advertising 
media. The greater the variety of 
media clamoring for the public’s 
eye and ear, the greater the cost of 
winning the public’s eye and ear. 


ws 4. A larger number of advertis- 
ing media in each media classifi- 
cation and a larger audience indi- 
vidually and in total. Homes that 
formerly got perhaps one newspa- 
per and one magazine now may 
get two newspapers, three or more 
magazines, plus radio and tele- 
vision, etc., etc. The more the 
public’s capacity to assimilate the 
ad message is challenged, the 
higher the cost of advertising. 

5. A cut in the “editorial per- 
centage.” Many publications which 
formerly carried 60% editorial 
content and 40% advertising have 
been compelled by rising costs to 
reverse those percentages. That in- 
creases ad rivalry among the ad- 
vertisers in a single issue. That in- 
creases the cost of advertising. 

6. A growth in the number of 
advertisers of so-called “non-es- 
sentials.” The larger the slice of 
the public’s spending dollar sought 
for other than the basic necessities 
of life, the greater the cost of ad- 
vertising. It costs more to step up 
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living standards than merely to 
maintain them. 


= 7. The increase in our national 
plant capacity. The greater the 
margin of national production over 
the requirements of the public’s 
“unstimulated demand,” the 
greater the cost of stimulating de- 
mand. 

8. The growing competition be- 
tween industries—as differenti- 
ated from intra-industry compe- 
tition. Soft-goods producers insist 
that electrical appliances sales cut 
in on their volume. Many indus- 
tries complain that television set 
sales are hurting them. Inevitably, 
that adds to the cost of advertis- 
ing. 

9. The increasing tendency of 
the public to mortgage its future 
income. When the public’s current 
income and its “credit line” both 
are strained, it naturally costs more 
to get the public to spend. (Out 
of our 38,500,000 families no less 
than 30,600,000 earned under $5,- 
000 in 1949—and remember that’s 
“families’—not individuals.) 


ws 10. High prices—high cost of 
living. Said the New York Times, 
apropos of the above statistics on 
family income: “It does not take 
much study of these figures to 
see why consumer credit figures 
keep mounting. Living standards 
in this country are the highest of 
all the world—and yet the economy 
may still run up against the stone 
wall of prices which are too high 


All the latest facts and figures prove there 
has been no “levelling off” in the Greater 


Miami area, -- that this great 
expanding, sti// reaching new 


in year-round business activity. 


The facts and figures prove, 


Miami Herald has continued to increase its 
margin of leadership in linage and circula- 


A. S. GRANT, Atlanta 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Reps. 


Affiliated Stations -- WQAM, WQAM-FM 


market is still 
all-time highs 


too, that The 


ew 


Miami Herald 


tion,-- that now more than ever before you 
can rely on this one medium alone to 
deliver the entire Greater Miami market... 
effectively, economically, resultfully. 


Most we 


MIAMI--An International Market 
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In recent years, AA has 


published a number of dis- 


cussions of the cost of advertising, which have indi- 
cated that advertising costs, on a rate-per-thousand 
basis, have in most cases declined since prewar. At 
least one of the editors of “Grey Matter.” published 
by Grey Advertising Agency, New York, has vocitfer- 
ously insisted that these stories distorted the true pic- 
ture, and that advertising costs have risen sharply. 


Here is “Grey Matter's” 
vertising cost picture. We 


current analysis of the ad- 
are delighted to present it 


in full. It does not refute the statistical base for assert- 
ing that advertising costs on a rate-per-thousand basis 
have declined, but it does indicate, most forcefully, 
that greater advertising expenditures are required to 
make effective impact on the buying market. 


to fit within the majority incomes.” 
(We assume that the New York 
Times is not a “radical sheet.’’) 
Unquestionably, high price levels 
for merchandise must lift the cost 
of advertising. 

11. Mounting similarity in com- 
peting merchandise. When ad- 
vertising sells distinctive and ex- 
clusive merchandise features its 
selling load is lightened. But today 
(witness detergents) merchandise 
tends to assume a vast similarity. 
The less in exclusive product merit 
that advertising truly has to sell, 
the greater the cost. 

12. Robot retailing. When floor 
selling could be counted on to 
capitalize consumer advertising, 
that helped keep ad costs down. 
Intelligent floor selling is prac- 
tically gone. Retailing has gone 
robot. Advertising must now cre- 
ate demand—not merely accept- 
ance. It costs more to create de- 
mand than acceptance! The less 
floor selling—the more a brand 
needs pre-selling. The more pre- 
selling needed—the greater the 
cost of advertising. 


s 13. Concentration of retail vol- 
ume. The larger and stronger re- 
tailers become, the greater their 
“demands” on the manufacturer’s 
ad budget. The comparatively new 
insistence by large retailers for 
“rental” on floor space typifies 
these demands. The more the man- 
ufacturer “gives” the retailer, the 
greater his cost of advertising. 
Either his ad budget becomes 
larger, or the fixed budgét is 
spread too thinly. 

14. Frenzied advertising. The 
more manufacturers “give away” 
in advertising—through contests, 
premiums, etc., etc.—the greater 
the cost of advertising. There is 
no ceiling on largess. Nielsen fig- 
ures prove that emphasis on the 
“give-away” and de-emphasis of 
the product lowers results. 


# 15. Store-controlled brands. As 
retailers become more powerful— 
and as robot retailing makes shelf 
location and shelf position increas- 
ingly powerful “advertising me- 
dia”—the store-controlled brand 
becomes stronger. The stronger the 
store-controlled brand (which. to- 
day, is a powerfully advertised 
brand) the greater the cost of ad- 
vertising to the manufacturer. Now 
his competition isn’t merely that 
of other manufacturers’ advertised 
brands; he also competes with the 
known, advertised brand of the 
very retailers through whom he 
may distribute. The gigantic ad- 
vertising and volume done by 
Sears, for example, on its Ken- 
more washer increases the cost of 
advertising for all makers of wash- 
ers. 


® 16. Brand concentration by re- 
tailers. As retailers tend to elimi- 
nate duplicating brands, and still 
further narrow down their inven- 
tory of brands by making their 
Own brands one of the few car- 
tied, advertising costs must go up. 


We’re entering an era in which 
“survival of the fittest” will be 
the rule. The “fittest” brand will 
be the most strongly advertised 
brand! 

17. The increase in total popu- 
lation and the increase in the num- 
bers of people in those income 
groups that constitute advertis- 
ing’s best markets. Population in- 
creased 14.4% from 1940 to 1950 
—a jump of almost 20,000,000. 
That’s equal to the population of a 
sizable group of states. 

18. Advertising production costs 
have been jumped by the same 
factors that jumped the cost of 
merchandise. As the cost of mer- 
chandise comes down, they will 
come down for similar reasons—in 
time. 

That list of 18 points may not 
be complete. But it would appear 
to take in the majority of those 
factors which, in varying degrees, 
tend to lift the cost of advertising. 


THE OLD OSTRICH ACT 


There seems now to be some 
dispute as to why the ostrich sticks 
its head in the sand. Only the os- 
trich knows—and he ain’t telling. 

But there’s little mystery as to 
why the advertising fraternity, 
and particularly some of the ad- 
vertising media—tend to stick their 
heads in the sand when it comes 
to talking about the cost of ad- 
vertising. They appear to feel that 
it would be a horrible admission. 
A damaging admission. A dan- 
gerous admission. 


We fail to see why. It costs more 
to make merchandise. It costs more 
to sell merchandise through the 
sales force. It costs more to sell 
merchandise through the ad bud- 
get. When the factory manager 
hangs his head; when the sales 
manager hangs his head, then 
maybe the ad manager might tilt 
his head downward. 


= It’s our belief that advertising 
people have been inclined to be 
too fearful. Too insecure. Too un- 
certain of their status. And to 
cover up, they’ve pretended to a 
fanatical faith that their very 
words and actions tend to belie. 

We’ve remarked before—deliver 
us from advertising’s fanatical de- 
fenders! They do advertising more 
harm than good. 

We maintain that advertising 
has a very vital need for getting 
over to top management that it 
costs more to advertise. Unless and 
until that point is put over with 
management, how in the world can 
it be expected that management 
will budget larger sums for adver- 
tising? 


THAT DROOPING AD 
PERCENTAGE 


Various studies have indicated 
that the percentage of sales de- 
voted to advertising has been 
showing a down trend for at least 
two decades: If advertising had 
not been presented as a miracle 
worker, that might not have hap- 
pened. After all, miracle workers 
presumably don’t need three 
squares a day—they should be 
able to pull their miracles on a 
starvation diet. 

But advertising isn’t a miracle 
worker! (Is that heresy?) Adver- 
tising is a solid, useful selling tool 
which, in skilled hands, can make 
an economic contribution the equal 
of any tool in the factory. 


a Our 50 or 100 largest advertisers 
know this at least reasonably well. 
They know, too, that a 1940 ad 
budget can’t do the job required 
of it in 1950; and they know why. 
Thus, General Mills increased its 
ad budget in 1949 some 25% be- 
cause General Mills concluded that 
the cost of advertising had gone up 
by more than that percentage! 
(Obviously, the increase in the ad 
budget need not match the over- 
all increase in the cost of adver- 
tising. Advertising can and must be 
more efficient!) 

But of the approximately 800 


national advertisers of over-the- 
counter merchandise spending over 
$100,000 annually, at least 500 to 
600 aren’t even vaguely aware that 
the cost of advertising has risen 
faster than their ad budgets. (If 
that hadn’t been true fewer ad 
budgets would have been cut in 
the down-swing a year ago.) 

To the contrary, the large major- 
ity of middle-rank advertisers 
have been quite solidly sold on 
the premise that the cost of ad- 
vertising has actually gone down! 
They’ve been told that by adver- 
tising “experts.” They’ve wanted 
to believe it; naturally they do 
believe it. 


s How in the name of all that is 
holy can the advertising manager 
put up any sort of fight for a 
larger ad budget—when others 
tell his executive superiors that “it 
costs less to advertise in 1950 
than in 1940”? How can he make 
anything remotely resembling a 


telling argument when the “ex- 
perts” prattle about “compare the 
cost per thousand in 1940 and 
1950”? 


OUR PLATFORM 


We firmly believe that adver- 
tising must get a larger budget 
—because it costs more to ad- 
vertise. 

We firmly believe that adver- 
tising costs more for the 18 reasons 
we listed. 

We firmly believe that that is 
the story the advertising manager 
needs to back up his budgetary 
request to his management. 
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Time Inc. Tells 
About Its Color 
Scanning Device 


New YorK—Time Inc. has 
announced the use of a new elec- 
tronic scanner, developed jointly 
with Eastman Kodak Co., which 
permits unprecedented reproduc- 
tion of color, and was used in Life’s 
pictures of desert flowers April 10. 

Andrew J. Heiskell, publisher of 
Life, said the scanner has been 
four years in development, and 
is now being used by Life in 
regular production schedules, al- 
though it still requires that the 
editors use special methods in 
preparing four-color copy. 

The company is setting up a 
special demonstration of the pro- 
cess April 24 at 230 Park Ave., 
in New York, and 330 E. 22nd St., 
Chicago, for printers and engrav- 
ers. 


s In essence, the machine pro- 
duces separation negatives of high 
quality, by means of an electronic 
computing device which measures 
the cclor values in a four-color 
transparency and produces separ- 
ations very close to being in per- 
fect color balance. 

Life is unsure about the ma- 


Prt 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


chine’s adaptations to the general 
printing industry, but quotes this 
reaction from Palmer Boothby, 
vice-president of Jahn & Ollier: 
“|. We predict the wider use of 
the scanner will open the way to 
photoengravers to make four-color 
processed engravings better suited 
to meet the demands of today’s 
high-speed, multi-color, wet-print- 
ing presses.” 


@ Time’s announcement of the 


scanner explained in part: 

“Photographic masking techniques in 
various forms have been used for some 
time in the photo-engraving industry... 
Unfortunately, however, photographic 
masking techniques fall far short of the 
attainment of the desirable end result; 
namely, a well balanced set of separations 
including color correction, undercolor 
removal, and black separation balance 
with the color separations. This state- 
ment is particularly true with reference 
to the undercolor removal and the black 
separation balance. 

“Electronic color scanning, however, 
with its ability of color analysis of each 
minute point of the picture and its ability 
to compute color masking, undercolor re- 
moval, and proper black separation 
density in a minute fraction of a second, 
imposes no inherent limitation on the 
production of color separations which 
meet all the requirements for a wel 
balanced set. It is obvious from a pro- 
duction and quality standpoint that the 
substitution of electronic and _  instan- 
taneous computation for a succession of 
photographic masking steps is highly 
desirable. 

“A brief description of the operation 
of the Time color scanner will be help- 
ful in understanding its potential appli- 
cation in the printing field. The color 
transparency is wrapped around a trans- 
parent drum. This transparent drum is a 
continuation of a steel drum around 
which are wrapped four sheets of unex- 
posed process film, White light from an 
incandescent lamp is focused to a min- 
ute spot on the inner surface of the color 
transparency. This light, after passing 
through the color transparency, takes 
on the color characteristics of the color 
transparency at that spot. The colored 
light is then picked up by a lens and 
split into three paths, all having the 
same color characteristics. Conventional 
red, green and blue color separation 
filters are inserted in each of the three 
paths. The color characteristics of the 
light in each of these paths are therefore 
modified by the color characteristics of 
the spot on the coler transparency and 
the particular color separation filter in 
question. These three paths of color sep- 
arated light are then projected onto 


SCANNER—This is a picture and diagram of Time Inc.'s new electronic scanner, 

which electronically produces separation negatives and measures color values in a 

four-color transparency. It was developed by the publisher and Eastman Kodak 
Co., and goes on display April 24, at exhibits in New York and Chicago. 


three photoelectric tubes which have 
the characteristic of producing a current 
proportional to the intensity of the light 
striking them. 


g@ “We see, therefore, that the color spot 
on the transparency has now been sep- 
arated into three electrical signals. These 
three electrical signals then pass through 
a succession of electronic circuits which 
instantaneously perform the functions of 
color correction or masking, undercolor 
removal, and black separation compu- 
tation. The end results of this succession 
of electronic manipulations are four elec- 
trical signals, the three colors and the 
black signal, which are applied to four 
devices called glow lamps. These glow 
lamps transform the varying electrical 
currents into varying light intensities 
which are subsequently used to expose 
the four process films. Scanning the whole 
picture is accomplished by rotating the 
drum carrying the original color trans- 
parency and the process film, and ad- 
vancing the rotating drum along its 
axis with respect to the original spot 


TWO ele BEND AND 


MISHAWAKA — ARE THE HEART OF 


THE SOUTH BEND 


The city of Mishawaka begins where the city of 
South Bend ends. They are separated only by a 
street. The two cities form a single, unified mar- 


ket of 157,000 people. 


Be sure to count both cities when you study 
this market. It makes a big difference. Here's 
how: in 1948, South Bend ranked 90th in the 
nation in food sales, with a total of $36,129,000. 
But when Mishawaka’s 1948 food sales are added, 
the total becomes $45,385,000—and South Bend- 
Mishawaka jumps to 69th place! A similar pic- 
ture is reflected in all other sales categories in 


this two-city market. 


Don't forget, either, that South Bend-Misha- 
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The entire market includes over half-a-million 
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on retail purchases in 1948. 
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of white light on the color transparency 
and the four spots of light produced by 
the glow lamps. 

“If you have ever observed a machinist 
cutting a thread from a piece of round 
stock in a lathe, you will have a per- 
fect picture of the scanning process used. 
Replace the cutting tool with a spot of 
light and wrap a piece of process film 
around the round stock, and the machi- 
nist would then cut a photographic 
thread. Such is the process of rotary 
scanning. The entire scanning process 
takes one hour and five minutes for an 
8” x 10” subject scanned at 250 lines to 
the inch. This time is doubled when 
any is done at 500 lines to the 
nch. 

“The color scanner, as has been stated, 
is limited in its present application to 
the preparation of separations from trans- 
parent copy. In so far as the use of 
the scanner for the reproduction of paint- 
ings, drawings, or other flat copy, is con- 
cerned, our experience has been that 
the improved quality in the printed re- 
production accruing by the use of the 
scanner has more than justified the use 
of a color transparency as the first step 
in rendering such copy.” 


Farm Magazine Makes Debut 


, Oliver Corp., Chicago, farm and 
industrial equipment manufactur- 
er, has published the first postwar 
issue of Better Farming, a 16-page 
magazine distributed to more than 
700,000 farm families in the U. S. 
and Canada by Oliver dealers. The 
magazine contains articles on dairy 
housing, weather forecasting and 
similar subjects, and is printed in 
three colors. 


Roberts Joins McKinsey Co. 


Paul Roberts, training authority, 
has joined the management con- 
sultant firm of McKinsey & Co., 
New York, to direct its sales and 
supervisory training work. Roberts, 
whose clients included Esso Stand- 
ard Oil Co., Johns-Manville Corp. 
and Koppers Co., did personnel 
work during the war for the Quar- 
termaster Corps and the Office of 
Strategic Services. 


Burke Joins St. Regis 


Harold Burke, formerly with 
Walker, Goulard, Plehn Co., has 
joined St. Regis Paper Co., New 
York, as a salesman for the com- 
pany’s line of fine grade printing 
papers. His territory will include 
the New York area. 
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Ballard & Ballard 
Sues Borden Co. 
over Patent, Labels 


PapucaH, Ky.—A suit charging 
that the Borden Co. has violated 
the patent rights and labels on its 
pre-baked biscuits has been filed 
in the federal court here by Bal- 
lard & Ballard Co. of Louisville. 

The suit asks the court to stop 
Borden from violating the rights 
Ballard claims and for an account- 
ing of money allegedly lost by 
Ballard because of the acts. 

The suit said Ballard originated 
the biscuits, marketed under the 
name “Oven-Ready,” and a patent 
was issued to Lively B. Willoughby 
and Lovell Armstrong on the prod- 
uct last year. They assigned their 
patent to Ballard. 

The suit said the biscuits had 
found a wide-spread market. Bor- 
den is charged with encouraging a 
subsidiary, Ready-to-Bake Foods 
we to imitate the Ballard prod- 
uct. 

The Borden biscuit dough, the 
suit charged, is marketed in a 
package so nearly like Ballard’s 
chat consumers have been confused. 
Copies of labels under which both 
biscuit doughs are marketed were 
filed with the suit. 


Pfizer Appoints Five 


Charles Pfizer & Co., Groton, 
Conn., has named the following to 
the staff of its newly formed anti- 
biotic division. Thomas J. Winn 
has been named sales manager. 
Lawrence J. Barrett has been ap- 
pointed western regional manager, 
Thomas G. Bradley, field sales 
manager and Boyd S. Neubourne, 
distribution manager. Edward W. 
Whitney, who has been in charge 
of Pfizer advertising, will be ad- 
vertising manager of the new divi- 
sion. 


Namm to Address ABP 


Maj. Benjamin H. Namm, chair- 
man, Namm’s Inc., New York, and 
a former president of the National 
Retail Dry Goods Association, will 
be the principal speaker April 18 
at the Associated Business Publica- 
tions award luncheon at the Plaza 
Hotel, New York. Award winners 
in the 1950 competition for adver- 
tising in merchandising papers 
will be announced then. 


Lewis Agency Appoints 3 


J. Leonard Michelson, consult- 
ant, has been named vice-president 
of Harold F. Lewis Advertising Co., 
Boston, which has moved to new 
quarters in the Kimball Bldg. 
Arthur T. Cartier has been ap- 
pointed in charge of public rela- 
tions and William A. Parandes has 
been named art director. 


Girlie Parade Cuts Rates 


Harrison’s Girlie Parade, New 
York, a group of six magazines, 
including Beauty Parade, Eyeful, 
Flirt, Titter and Whisper, has re- 
duced its rates from $4.50 a line 
to $3 per line. The guaranteed, 
net paid newsstand circulation of 
the group, published bi-monthly, 
is 800,000. 


PAID CIRCULATION IS UP 
43.3% 


C&T has the get-up-and-go 
which intrigues retailers . . . gets 
results for advertisers. Space is 
up too... 
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April 
Broadcasters, 28th annual convention, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 


12-19. National Association of 


lishers Association, annual convention, 
Waldorf-Astoria, New York, 
May 3-4. Associated Business Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 
May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. ' 
May 17-8. Advertising Managers As- 
sociation of Wisconsin Daily Newspapers, 
Schroeder Hotel, Milwaukee. 
May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 
May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 
May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 


cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 


cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


ABC's Central Division 
Appoints Blair and Koelker 


Leonard Blair has been named. 
program manager of the central 
division, Chicago, of American 
Broadcasting Co., effective April 
15, succeeding Harold Stokes, who 
has resigned. Mr. Blair was for- 
merly in charge of all standard 
broadcast programming in the cen- 
tral division for the network and 
for Station WENR, ABC’s owned 
and operated Chicago affiliate. 

A. J. Koelker has rejoined the 
central division as an account ex- 
ecutive in the network sales de- 
partment. He was formerly with 
ABC as manager of the central 
division’s program sales develop- 
ment and station relations de- 
partments. 


Mary Ford Joins Leon 


S. R. Leon Co., New York, has 
added Mary C. Ford, previously 
promotion manager of Dell Men’s 
Group and Junior Bazaar, to its 
executive staff as account execu- 
tive and director of merchandis- 
ing for women’s products. 


Sun Chemical Names Camps 


Sun Chemical Corp., New York, 
has appointed John D. Camps, for- 
Mmerly assistant export sales man- 
ager, as general sales manager of 

ovsranne division. 
H wee 


Moves Marketing Department 


Raybestos-Manhattan has moved 
its department of marketing and 
Merchandising to the company’s 
headquarters at 61 Willett St., 


Name Olmsted & Foley 

Marquette Mfg. Co., Minneapolis, 
manufacturer of automotive prod- 
ucts and welding equipment, and 
Marquette Appliances Inc., Minne- 
apolis, manufacturer of major 
household appliances, have ap- 
pointed Olmsted & Foley, Minne- 
apolis advertising and public re- 
lations counsel, to direct their ac- 
counts. 


White Rock Steps Up Ads 

White Rock Corp., New York, 
started an expanded adver- 
tising program April 15 in 18 
newspapers in the New York me- 
tropolitan area, and plans are be- 
ing formulated for the use of out- 
door, car cards and possibly a ra- 
dio show. Kenyon & Eckhardt is 
the agency. 


Flower Paper Names Sherres 
Art in Flowers, New York, 
monthly business paper for retail 
florists, has appointed Marvin 
Sherres Advertising, New York, to 
handle circulation and sales pro- 
motion in business papers and by 


direct mail. 
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As the record shows, this service is of 
exceptional value to advertiser and agency 
executives: 21,950 requests for data listed 
last year, against 13,000 in 1948 — with a 
record of 30,000 anticipated this year. 

With such high readership and top re- 
sponsiveness assured — with editorial con- 
tent focusing attention on the important 
services of media as sources for market data 
—this issue provides a strategic opportunity 
for the effective presentation of your sales 
message. 

The Market Data Issue comes out May 29. 
Closes May 10. Reserve space now! 
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Bristol Motor to Gardner 


Bristol Motor Co., Old Saybrook, 
Conn., manufacturer of Synchro- 
nous Timing Motors, has named D. 
W. Gardner Advertising Agency, 
Boston, to handle its advertising. 
Trade publications will be used. 


Denman Joins Geyer 

Frank Denman, formerly copy 
chief at Buchanan & Co., has 
joined the copy staff of Geyer, 
Newell & Ganger, New York. 
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a0 


This i sad the book every national adver- 
tiser ‘should 


have on his desk. This is 


polrpods WAIN sally tonapansr 
containing names, circula- 
tion, rates, town population, etc. ~* 


ORDER YOURS TODAY | $0%cr ee 
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“Ph GRomercy 5-5701-2-3-4-5 » 


Advertising Age, April 17, 1980. 


Employe Communications 


How to Win Friends Among Your Workers 
By Rospert NEWCOMB and Marc SAMMONS 


e PERSONNEL administrators 
are finding that they have more 
in common with the editors of 
employe journals than they had 
realized. For years the industrial 
editors have been pursuing their 
lonely way, their association 
activities seldom coming to the 
attention of management. Today 
the scene is changing quickly, and 
industrial and public relations 
societies are meeting jointly with 
editors’ groups. Employe commun- 
ication, after all, is their mutual 
interest. 

A few weeks ago the Public 
Relations Society of New York 
met with the House Magazine In- 
stitute and the New York Employ- 
ing Printers. More recently the 
Cincinnati Industrial Editors col- 
laborated in a program on em- 


Direct wire to 


mass markets 


BREVITY. Coca-Cola doesn’t belie. e 
in wasting words. Reading time 
for this panel—one glance. But 
buyers remember what they’re 
supposed to... the brand name! 
Yes, brief, telegraphic messages 
build sales faster. And the best 
way to turn a short message into 


actual sales is through General 
Outdoor Advertising Co., 515 
South Loomis Street, Chicago 7, 
Illinois. ° 


SALES 


C. H. Menge, Vice 


REGIONAL 
MANAGERS 


A ground floor opportunity to take charge 
of regional sales offices in 
NEW ENGLAND 
PITTSBURGH 
CINCINNATI 
OMAHA 
A major expansion program requires experienced 
men to enlarge and promote major appliance 
sales through distributors. 


When replying provide full details on experience, earn- 
ings and personal review of background. Salary — 
open. Your reply will be held in strictest confidence. 


REPLY TO: 


Murray Corporation of America 
Scranton, Pennsylvania 


President — Sales 
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ploye communication with the Per- 
sonnel Association of Cincinnati 
and the Cincinnati Industrial In- 
stitute. 


a In the open discussion which 
normally follows these joint pro- 
grams, the questions appear to 
take on a similar pattern across 
the country. There are two ques- 
tions. which come before nearly 
every meeting on communication. 

The first is: “Should our com- 
pany publish union news in the 
publication for employes?” The 
second is: “How can we best pre- 
sent economic information about 
our company to employes?” 


a The prevailing sentiment re- 
garding the use of union news is 
that it should be carried if it is 
news; it shouldn’t be controversial 
or personalized. The practice of 
inviting the union itself to prepare 
its own regular department is gen- 
erally frowned upon, on the basis 
that it inevitably courts trouble 
and that the union as a rule has a 
journal of its own. It has been 
estimated that only about one 
publication for employes out of 
four carries union news of any 
kind. 

It is certainly to be doubted 
whether a deliberate censorship of 
any mention of the union builds 
labor-management harmony. Yet 
it is a matter of long-standing 
policy in many companies that 
no reference to the union will be 
published. This ridiculous and 
short-sighted viewpoint has led 
some companies to publish their 
journals, during a strike, without 
a single reference to the strike in 
any of their pages. Employes have 
been known to express some mod- 
erate amusement at the omission. 


ms The trend in communicating 
economic information about com- 
panies to their employes is much 
easier to discern than it was a year 
ago. Those companies which gave 
an accounting at all have been in 
the habit of doing it annually, in 
the form of a special report to 
employes. But many companies 
now feel that once a year isn’t 
often enough. This has given birth 
to interim reports, either in letter 
form from the president’s office 
to employes’ homes, or in special 
monthly departments in employe 
publications. It seems _ entirely 


Last year, approximately 800 


will be accepted. 


3. It must be available for 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The third annual Market Data Section of ADVERTISING AcE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 


were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 12, 1950. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ApverTIsING Ace, 200 E. Illinois St., Chicago 
11, with any necessary explanatory notes. 


separate pieces of market data 


distribution to advertisers and 


most organizations will be telling 
the state of the business at regular 
and frequent intervals. 

This department will be inter- 
ested to hear reader viewpoints 
on either or both of these timely 
questions. 


Nealy to Head Committee. 
on Ad Cratt Awards 


Andrew Nealy, of Batten, Bar- 
ton, Durstine & Osborn, Los An- 
geles, has been appointed general 
chairman of the Advertising Craft 
Awards Committee for the Adver- 
tising Association of the West. The 
committee is responsible for the 
media advertising awards competi- 
tions in connection with the as- 
sociation’s 47th annual conven- 
tion in Los Angeles, June 25-29. 

The contests are open to any 
advertiser, advertising agent or 
medium in the 11 western states 
and British Columbia. Cooperat- 
ing sponsoring organizations are 
Pacific Coast division, Bureau of 
Advertising; Western Transit Ad- 
vertising Association; Outdoor Ad- 
vertising Inc.; Southern California 
Broadcasters Association; and Di- 
rect Mail Advertising Association. 


PR Concern Incorporates 


Broomfield - Podmore - Burnside, 
Trenton, N. J., public relations, 
has been incorporated under the 
name of Broomfield-Podmore- 
Burnside Inc. Officers of the cor- 
poration are: Leslie Broomfield, 
president; Frederick W. Burnside 
Jr., vice-president and treasurer, 
and George R. Podmore, vice-pres- 


likely that, in another year or so, 


ident and secretary. 


Productioneers Elect Long 


Lawrence A. Long, editor and 
production manager of Agricul- 
tural Cheniicals, has been elected 
president of the Productioneers, a 
New York group of production 
managers of business papers. He 
succeeds his brother Robert P. 
Long, editor and production man- 
ager of Modern Lithography. 
Other officers elected include: 
Rose Cohen, Thomas Publishing 
Co., vice-president; Jane Kennedy, 
Esquire Inc., secretary, and Jo- 
seph R. Davis, Publishers’ Weekly, 
treasurer. 


Sponsors ‘TV Rangers’ 
Thorobred Co., Cincinnati, man- 
ufacturer of prepared dog foods, 
through Kammann-Mahan, Cin- 
cinnati, has signed a 52-week con- 
tract for a participation sponsor- 
ship of a children’s program, “TV 
Rangers,” over WLW-T, Cincin- 
nati; WLW-D, Dayton, and WLW- 
C, Columbus. The TV campaign, 
for a newly developed formula for 
dry dog food, will be supported by 
newspaper advertising. 


Unit Air Promotes Nemes 


Ted Nemes, formerly southwest- 
ern regional manager, Unit Air 
Conditioner division, Fedders-Qui- 
gan Corp., Buffalo, has been ap- 
pointed assistant sales manager of 
the division. 


Mitchell Joins Reynolds 

J. H. Mitchell, formerly with 
Harry E. Foster Advertising, has 
joined E. W. Reynolds Ltd., To- 
ronto, as an account executive. 


GARY 


Metropolis 
of Indiana 
Industry 


NATIONAL LINAGE GAINS 
1949 compared with 1948 
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More and more national advertisers in Chicago news- 


papers have found, when a study is made, that the circu- 


lation and advertising influence of Chicago newspapers 


in the Gary Trading Area is inadequate for their purposes, 
and THE GARY POST TRIBUNE is added to their schedules. 


THE GARY POST-TRIBUNE 


Gary’s only newspaper 


More than double the effective family coverage 
of all Chicago dailies combined 


in this market. 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY, INC. 
New York * Chicago * Atlanta * Oklahoma City * Dallas * San Francisco * Los Angeles 


For best results ADVERTISE ADEQUATELY in newspapers 
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Experiments in 
Printing Told 
by Time Inc. 


Spends $50,000,000 on 
Lithure, Scanner, Ink 
and Other Developments 


SPRINGDALE, CONN.—Time Inc. 
| estimates that it and its suppliers 
have spent $50,000,000 in the past 
four years on research in produc- 
tion. Much of what it has devel- 
oped in that time is still under 
wraps, but two projects have al- 
ready attracted attention in the 
graphic arts industry, and more are 
under way. 

The two are the electronic scan- 
ner announced earlier this month 
—color plates made by the process 
were used in Life April 10 (see 
story on Page 70)—and the Lith- 
ure process and plate, now being 
used by four printers for offset 
work and permitting 300-line 
screen printing (AA, April 10). 

The Lithure plate grew out of 
the company’s efforts to get better 
reproduction. The bi-metallic plate 
(a copper plate is chrome-plated, 
with chrome on the open spaces) 
has fine grain and permits up to 
300-line screen, and is a high qual- 
ity, long-life offset plate. 


s The offset plate is only one 
facet of Time’s plate research. It 
has also developed a laminated 
plate for letterpress work. In this 
case, the plate consists of a very 
thin electroplate, a sandwich of ad- 
hesive, and a backing of aluminum 
} plate (instead of the conventional 
lead). In order to bend the plate, 
Harry W. Faeber designed a hy- 
draulic press to handle the alumi- 
num, instead of the usual three- 
roller bender used with lead. 

The aluminum laminated plate 
weighs 4% lbs. compared to 14% 
lbs. for the conventional lead- 
backed plate, and permits higher 
press speeds because of the weight. 

However, the aluminum plate 
permits grooving on the back so 
that it can be locked into place on 
the cylinder by a _ specially-de- 
signed set of gears. When in place 
on the cylinder, the plate is held 
by these grips, dug into the grooves 
on the back. Also, by maneuvering 
a chuck on the outside of the cyl- 
inder, the plate can be moved up 
and down on the cylinder. This is 
called “internal lockup,” and of- 
fers several advantages over the 
present method of attaching plates 
to cylinders by clips. 


# One is that, since the plate is 
held firmly all across its back, 
there is no humping in the middle, 
and fewer breakdowns in a high- 


TEST PRESS—This is the Faeber-Dutro offset press now being tested at Pacific Press 
in Los Angeles. It is capable of running 1,700 feet per minute and turning out 64 
two-color Time pages at an impression. 


speed run. Another is the saving 
of space: Without the side clips, 
plates can be butted together on 
the cylinder. Life is now forced 
to use checkerboard bleeds on 
rollers to make room for side clips; 
the new plate and cylinder prom- 
ise more plates, and less waste in 
paper trim. 

The plate needs more precise 
engineering than conventional 
plates, and the laboratory ob- 
tained pre-registration on the plate 
by means of a series of pinholes 
on the side. Now, says Dr. Robert 
M. Leakly, who is the laboratory’s 
consultant on inks, the printer can 
practically put the plate on the 
press and have it in registration. 
But the plate has to be curved with 
absolute accuracy; where a con- 
ventional plate can be fitted if 
its curvature is a bit inaccurate 
by maneuvering with the clips, 
the aluminum laminated plate 
must be right. 


m The magazine publisher, con- 
fronted with the problems of high- 
speed production of multi-million 
circulations weekly, has been peer- 
ing into the problem of ink. Per- 
haps it would be more accurate to 
say it has been peering into the 
problem of paper, since what Time 
wants to avoid is the brittleness 
of paper induced by present heat- 
drying processes. 

Time wants a fast-d?ying ink 
with as little heat as possible. Un- 
der present production practices, 
the use of heat-set inks means that 
paper must pass through a “gas 
furnace.” This inevitably means 
that the paper becomes brittle; this 
means that the web breaks, and 
that folding the paper and stitch- 
ing it results in cracking—and 
magazines that can come un- 
stitched easily. 

An ink that would reduce “down 
time” on presses due to web breaks, 
or would permit use of a weaker 
paper—would mean sizable sav- 
ings to the publisher. 


= Time is reluctant to say that it 
has solved the problem, but it has 


a new ink which is now in ex- 


BATH TIME—Here two workers in Time Inc.’s Springdale laboratory are preparing 
fo give a copper plate a chromium plating. The chromium takes water, repels ink, 
and covers the plate’s “open” portions. 


“Charm’ Changes Staff 


perimental use at Pacific Press in 
Los Angeles, in regular produc- 
tion on Life. 

“Tear tests” have shown that 
the process doesn’t degrade the 
paper, and the company is hope- 
ful about the process. 

Magazine publishers have some 
problems with inks which are not 
usually considered. A mother once 
called Time in alarm: her toddler 
had just eaten a Time cover, and 
the mother wanted to know if the 
ink was poisonous. Time assured 
her it was not. 

Just as Time’s paper problem is 
being helped by ink, Time dis- 
covered on pilot runs that its ink 
problem wasn’t ink but heat. Al- 
though the ink dried fine at high 
speeds, the heat wasn’t satisfactory 
while the press was getting up to 
speed. This, tod, is being worked 
on. 


@ Presses, too, are being rede- 
signed. The Faeber-Dutro offset 
press in the Los Angeles plant was 
designed in Springdale, and built 
by Joshua Hendy Iron Works, 
Sunnyvale, Cal. The mammoth 
press is engineered to operate at 
1,700’ a minute, and will print 
either 64 two-color Time pages 
or 34 four-color pages per impres- 
sion, with only a change in the 
web feed. 

In the experimental laboratory, 
another Faeber-designed press, 
used only for testing, has small 
rollers underneath which can coat 
raw paper stock as it runs. Then 
the paper is removed to another 
machine, calendared, and then is 
ready to print. 

Time’s paper research is cur- 
rently aimed at instrumentation of 
paper control, and it has several 
joint projects under.way with pa- 
per companies. 

Time’s aim in research is to 
carry it on in those fields where no 
one else is carrying it on. On that 
basis it will budget about $1,000,- 
000 to carry on the Springdale 
laboratory this year. 


White Tower Radio Spots 
Feature Big Name Talent 

Having tested radio spots in 
Providence last year, White Tower 
Management Corp., Stamford, 
Conn., has started a major radio 
spot campaign in 11 cities. Partici- 
pating in the one-minute singing 
commercials are Bob Crosby, the 
Andrews Sisters and Walter 
O’Keefe. 

This represents a major depar- 
ture in the advertising approach 
for White Tower, which formerly 


Oil Companies 
Give Extra Push 
to Spring Drive 


New YorK—As mid-April skies 
turned motorists toward the na- 
tion’s highways last week, major 
oil companies were planning and 
launching new promotions in 
printed media, radio and television, 
and in the sky, to establish an early 
advantage. 

From Philadelphia, Sun Oil Co. 
opened a spring push April 12 for 
a new gasoline under an old name, 
Blue Sunoco. The company’s fuel 
has been marketed as Dynafuel 
since 1945, when Blue Sunoco was 
dropped. 

Sun Oil Co. opened its campaign 
with $200,000 earmarked for pro- 
motion in some 400 newspapers 
from coast to coast. Sunoco ads 
will run from full pages to 660- 
line insertions in a campaign that 
will last into June. 


= The company’s regular radio 
network show, “Three Star Extra,” 
over a National Broadcasting Co. 
hookup, will be supplemented by 
a heavy schedule of radio and tele- 
vision spots. Through Hewitt, 
Ogilvy, Benson & Mather, Sun’s 
agency, 51 television stations will 
cover 26 markets. Sun’s spot radio 
schedule will reach some 17 cities. 

Early in May Blue Sunoco will 
get outdoor promotion with “sky- 
typing” messages to appear over 
major cities along the eastern sea- 
board. 

Gulf Oil Corp., which in- 
troduced No-Nox Gulf to northern 
markets during the week of April 
3 through newspapers, via Young 
& Rubicam, has an outdoor cam- 
paign set to go for early May with 
copy reading: “Terrific power in 
every drop—great new No-Nox 
gas.” The outdoor campaign is 
being conducted by Calkins & 
Holden, McClinton, Carlock & 
Smith. 

In newspapers, Gulf was spread- 
ing its campaign to cover cities 
over 50,000 in the 33 states in 
which its products are marketed. 
Sponsor of “We the People,” an 
NBC simulcast, Gulf will back a 
new “Lanny Ross Show” over 
Mutual, starting May 1, to be pre- 
sented Mondays through Fridays 
over 300 stations. 


w Sinclair Refining Co. was push- 
ing promotion through Morey, 
Humm & Johnstone for its HC 
gasoline and Thyl fuel with five 
local television programs covering 
Chicago, Columbus, O., Detroit, 
Philadelphia and Washington. Spot 


radio and program participation 


over approximately 60 stations 
supplement the television program. 
The theme for all media is “Syn- 
chronized for Summer.” 

A spokesman for Sinclair told 
AA that, while the company is 
taking newspaper space in some 
250 papers from coast to coast, 
almost 1,000 papers are carrying 
Sinclair ads placed by dealers on 
a cooperative basis. The same 
spokesman said that the company 
is confining promotion to areas 


confined its restaurant promotion | where Sinclair has market strength. 


largely to newspaper announce- 
ments of new branch openings. 
The radio campaign, through Bad- 
ger & Browning & Hersey, is ex- 
pected to be extended to several 


Shell Oil Co. was spreading a 
newspaper campaign, which broke 
in the East two weeks ago, to 
western markets as national dis- 


other cities in which the Towers |tribution of Shell’s “activated” gas- 


are located. 


Addie Weinerman, formerly 
with Seventeen, has been placed 
in charge of public relations for 
Charm, and Martin Werner, for- 
merly in radio promotion, is han- 
dling Charm’s advertising promo- 
tion. Both have the title of asso- 
ciate promotion director. Solita Ar-, 
bib has left Charm to become pro- 
motion director of Living. 


oline was completed. Shell, through 
J. Walter Thompson Co., will run 
advertising in 500 newspapers from 


coast to coast during the spring 
and continue a campaign for X-100 
motor oil, which has been in Life 
and The Saturday Evening Post. 


‘1 Esso Standard Oil Co. has ex- 
tended its newspaper campaign 
which opened in southern states 
late in March (AA, April 3) to 
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northern marketing areas with a 
copy theme reading: “You get 
something more at your happy 
motoring stores.” Approximately 
800 dailies will carry Esso copy 
this spring and summer. 

With a regular year-round 
schedule of outdoor advertising, 
Esso has plans for intensifying 
spring showings in well-traveled 
areas. On television Esso has add- 
ed the “Alan Young Show” as a 
filmed Columbia show over more 
than 20 independent stations. The 
Esso Reporter, bringing the news 
to radio listeners for the 15th year, 
will continue on a regular 42-sta- 
tion hookup. 


@ McCann-Erickson is handling 
Esso’s newspaper and outdoor ad- 
vertising, while Marschalk & Pratt 
has the television and radio pro- 
motion. Texas Co., which has na- 
tional distribution, has introduced 
Havoline custom-made motor oil 
with two full-color announcement 
ads in Collier’s, Life, Look, Path- 
finder and The Saturday Evening 
Post, with the statement that “it 
is the best motor oil made.” 

Four-color ads in national mag- 
azines will promote Texaco Sky 
Chief and Fire Chief gasoline on 
the basis of Volatane control, 
which, for Texaco, means correct 
octane and volability. 

“Texaco Star Theater,” over 
NBC-TV with Milton Berle, 
with a top Hooper rating for 
many months, is the company’s 
only present broadcast. The “cus- 
tom made” theme will be linked 
to prominent sports stars who use 
“custom made” equipment, such 
as tennis rackets, golf clubs, and 
baseball bats. 

Erwin, Wasey & Co. is handling 
advertising of Havoline and Mar- 
fak products, while Kudner Agency 
has the television show. Cunning- 
ham & Walsh places the advertising 
for Texaco gasolines and handles 
the outdoor promotion. 


D-F-S Service Awards 
Given to 57 Employes 


New YorK—Dancer-Fitzgerald- 
Sample passed out silver bowls, 
travel clocks and other items last 
week to 57 employes who have 
been with the agency for from 5 to 
25 years. 

The occasion was an employes’ 
party celebrating consolidation of 
all D-S-F offices in New York, for 
the first time in several years, in 
one place—four floors at 347 Madi- 
son Ave. 

D-F-S offices in New York had 

been at 247 Park Ave. for more 
than 20 years, but when, at the 
beginning of 1949, 58 families were 
moved to New York from Chicago, 
raising the total New York person- 
nel to 300, it was necessary to 
house them in four separate build- 
ings. . 
About 300 employes attended the 
celebration, which started with a 
“visiting time” in the new quar- 
ters, then moved to the Cloud Club 
for a reception. 


RODERICK W. SMITH 


Fort Myers, Fia.—Roderick 
Walker Smith, 55, president of the 
International Printing Ink division 
of the Interchemical Corp., New 
York, died of a heart attack April 
11 here. He was elected president 
of the printing ink company in 
1944. 


Schick Returns to Kudner 


Schick Inc., Stamford, Conn., 
manufacturer of electric shavers, 
has returned to Kudner Agency for 
advertising and promotion. The 
account went to Batten, Barton, 
Durstine & Osborn from Kudner 
last spring. 


Biow Names Don Anderson 
Biow Co., New York, has ap- 
pointed Don Anderson, previously 
with Batten, Barton, Durstine & 
Osborn, as an account executive. 
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Along the Media Path 


e About 3,000 copies of the April 
issue of Scientific American have 
been burned on orders of the U.S. 
Atomic Energy Commission. The 
commission raised objections to an 
article on the hydrogen bomb by 
Dr. Hans A. Bethe, formerly theo- 
retical physics chief at Los Alamos. 

Dr. Bethe said that “the hydro- 
gen bomb makes our country more 
vulnerable rather than more se- 


GOOD COPY »-«..... 


KNOWING WHAT YOU 
WANT TO SAY... 
AND SAYING IT! 


“The VERBULARY” 
GIVES YOU THE TRUE 
MEANING OF VERBS. .. 
HELPS YOU 
SAY IT—RIGHT! 


Master the actual Only 


meaning of the ‘‘ac- s ' 
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for 
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EVERY advertising man. 

Send check, cash or money 
order, we pay postage, or 
C.O.D. plus postage. 


The VERBULARY CO. 


Brooklyn 18, N. Y. 


cure” and pointed out that many 
“misconceptions have crept into 
public discussion of the H-bomb.” 
The commission insisted that about 
a half-column of technical material 
be deleted. Gerard Piel, editor of 
the publication, charged that the 
commission ruling was an example 
of “excessive bureaucratic se- 
crecy.” 

Scientific American reports that 
advertising in the April issue is 
up 100% over the April, 1949, issue 
—a new high since the publica- 
tion was revamped two years ago. 
Incidentally, about 25,000 addi- 
tional copies of the expurgated 
April issue have been published, 
in anticipation of heavy newsstand 
demand for Dr. Ejinstein’s article 
on his new theory of gravitation. 


e@ On Sunday, April 2, the Du- 
buque Telegraph-Herald adopted a 
new series of type faces. Reader- 
ship studies made before and after 
the change show that readership 
is 50% higher since the change- 
over. Body type is now 8 pt. Corona 
on a 9 pt. slug. 

The adoption of new type faces 
is part of a modernization pro- 
gram which includes installation 
of new model linotypes and con- 
version of present machinery to 
handle the new type faces. 


e Media winners of American 
Dairy Association distinguished 
service awards include The Ameri- 
can Weekly, Chicago Tribune, 
Dayton News, Good Housekeeping, 
Look, St. Paul Dispatch and Pio- 


neer Press, Super Market Mer- 


Any Way You Look at It... 


ume of Accounts — 


KRNT is the 
LEADER 


in Des Moines, 
THE CENTER OF THINGS IN IOWA 
Highest Hooperated — Biggest Vol- 


Highest News 


Ratings — Most Highest-Rated Disc 
Jockeys — Tops in Promotion Facilities 


The Hooper Audience Index, January-February, 1950, Shows: 


EN: csc, ny 55 bas ceed KRNT has a 56.1% greater audience 
than the No. 2 station. 

ca KRNT has a 35.1% greater audience 
than the No. 2 station. 

EP ere ee KRNT is 4.6 percentage points below 
the No. 1 station. 

SUNDAY AFTERNOON........ KRNT has a 33.5% greater audience 
than the No. 2 station. 

SATURDAY DAYTIME......... KRNT has an 18.4% greater audience 
than the No. 2 station. 

TOTAL RATED TIME PERIODS. . . KRNT has a 40% greater percentage 


than the No. 2 station. 


THEY BUY KRNT.. 
SAY: 


THOSE ARE FACTS ADVERTISERS KNOW WHEN 
. THE STATION THAT CAN 
“ANY TIME IS GOOD TIME ON KRNT” 


_ 08 MOINES — THE “REGISTER AND TRIBUNE. STATION 
REPRESENTED BY THE KATZ AGENCY 


Advertising Age, April 17, 1 


" MACPADDEM ESTIMATE OF DISTRIBUTION OF U. S. FAMILIES 
BY INCOME GROUPS, AS OF JANUARY 1, 1950 
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chandising and the Washington 
Star. 


e Traffic World’s 14th “Perfect 
Shipping Annual” (March 25) car- 
ried 37% more advertising than 
last year’s “Annual” and 29%% 
more advertising than any issue 
of Traffic World in its 43-year his- 
tory. Editorial material in the issue 
deals with all phases of minimizing 
loss and damage to freight, from 
preparation for shipment to deliv- 
ery at destination. The 15th “An- 
nual” is scheduled for publication 
on March 31, 1951. 


e To celebrate the first anniver- 
sary of WTVJ, Miami, the video 
station’s personnel loaded a Good- 
year blimp with remote equipment 
and floated over the area to show 
viewers how Greater Miami has 
grown in the past ten years. A 
trio of Florida pioneers supplied 
a running commentary as the TV 
cameras were aimed at places of 
historic interest. 


e The Chicago Tribune carried 
88,000 lines of advertising Sunday 
(April 16) in a 42 to 46-page an- 
nual Better Rooms Pageants sup- 
plement. Sixty-two Chicago area 
stores tied in with the promotion. 


e “Building Products & Equip- 
ment Directory,” a prewar feature 
of the American Builder, will be 


19.59% 50.78 


’ ? > 


resumed in April, 1951. The direc- 
tory will be distributed to the 
magazine’s 83,000 subscribers as 
part of the regular April issue, ac- 
cording to Robert H. Morris, pub- 
lishing director, Simmons-Board- 
man Publishing Corp., New York. 


e A new retail reference file to 
help women’s stores and women’s 
departments plan their advertising 
has been compiled by the Bureau 
of Advertising, American News- 
paper Publishers Association. Cop- 
ies are available through member 
newspapers. 


e Callers at the Conover-Mast 
Publications office in New York 
now receive a “welcome” folder 
from the receptionist. The four- 
page folder lists officials of the 
company, contains a purchasing di- 
rectory and paragraph descriptions 
of the Conover publications. Con- 
over-Mast is believed to be one of 
the first publishing houses to adopt 
the “greeting card” device. 


e In its 20th anniversary edition, 
Electronics, a McGraw-Hill publi- 
cation, notes that its circulation 
has increased from 5,092, two dec- 
ades ago, to 30,884; its editorial 
pages have increased from 354 
to 1,247; and its advertising pages 
have jumped from 384 display 
pages for the nine months of pub- 
lication in 1930 to 2,110 display 
pages for the calendar year of 1949. 


25.9% 
seas 10,078,000 11,500,000 9,552,000 


11.2% 
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4,672,000 
+ 262, 


Willys-Overland Ad 
Drive to Feature 
Hurricane Engine 


ToLepo—Willys-Overland Mo- 
tors Inc. will launch a magazine 
and newspgper advertising drive 
this week to promote new models 
of its station wagon and jeepster 
recently unveiled here. The cam- 
paign, which starts with four- 
color spreads in Collier’s, News- 
week, The Saturday Evening Post 
and Time, will feature the com- 
pany’s new Hurricane engine. 

Page color ads will follow in 
The American Weekly, Better 
Homes & Gardens and Look, and 
b&w pages are set for Field and 
Stream, Hunting & Fishing, Out- 
door Life and Sports Afield. 

Farm publications to be used 
will include Capper’s Farmer, 
Country Gentleman, Farm Journal, 
Farm & Ranch with Southern Agri- 
culturist, Progressive Farmer and 
Successful Farming. 

Newspaper advertising will con. 
sist of 500 to 1,000-line ads to run 
this week in 1,450 papers from 
coast-to-coast. 

Ewell & Thurber Associates here 
is the agency. 


WCOP Appoints Morrison 

Eleanor R. Morrison has beep 
appointed publicity director of 
WCOP, Boston. 


The Most Feet To Shoe 


Per Thousand Circulation 


as much shoe advertising as the next six leading magazines | 
combined. But whether you sell shoes, foods, drugs, apparel | 
or appliances, you will find more users in every Parents’ 
Magazine home. 


*Starch Consumer Magazine Report 


SEND TODAY for copy of new U.S. Government 
survey, “Food Consumption” by type of household. 


That is why Parents’ Magazine, again in 1949, carried 84% {a 


ARENTS’ MAGAZINE reaches more persons per reader-family than any other magazine.* What 
is more Parents’ Magazine concentrates its entire circulation in families with children, while other 
magazines* reach an average of only 47% reader-families with children. 


| 
|| 1,200,000 
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Paul Hahn Directs 
American Tobacco; 
Harvey Heads Sales 


New YorK—Paul M. Hahn, vice- 
president of American Tobacco 
Co. since 1932, was elected pres- 
jdent and chief executive of the 
company last week. 

He succeeds Vincent Riggio, 
who, because of age (he is now 
13) declined reelection as presi- 
dent and was elected chairman of 


Paul M. Hahn E. A. Harvey _ 


the board. He had been president 
since the death of the late George 
W. Hill in 1946. 

“No changes are contemplated 
with respect to advertising policies 
or agencies as a result of Mr. 
Hahn’s election,” Alfred F. Bow- 
den, assistant to the president, told 
AA. 


s Batten, Barton, Durstine & Os- 
born will continue to handle 
American’s television account and 
Lucky Strike cigarets, Mr. Bowden 
said. The M. H. Hackett Co. will 
continue to handle Herbert Tarey- 
ton cigarets, and the Pall Mall ac- 
count continues with Sullivan, 
Stauffer, Colwell & Bayles. 

In addition to being vice-pres- 
ident of the parent company, Mr. 
Hahn, since 1940, has been pres- 
ident of the company’s principal 
subsidiary, the American Cigaret 
& Cigar Co. He is credited with 
having made one of the most out- 


standing sales records in the to- 
bacco industry in the last 10 years. 


ws He joined the company in 1931 
as a director and assistant to Mr. 
Hill, with whom he was closely as- 
sociated in the development of the 
company’s business. As president 
of the company’s principal sub- 
sidiary, he is credited with having 
increased the sale of Pall Mall 
cigarets, the subsidiary’s principal 
brand, to 12 times what it was in 
1939. Trade reports indicate that 
the brand is in fifth place today. 
As president of the parent com- 
pany, Mr. Hahn’s principal in- 
terest will be Lucky Strikes. 

Edmund A. Harvey, who had 
been treasurer of American since 
1936, was elected vice-president of 
the company in charge of sales. 
Before becoming treasurer he had 
many years of experience in cig- 
aret sales and credits. He has been 
a director of the company since 
1932. 

Harry L. Hilyard, assistant 
treasurer and a director since 1936, 
was elected treasurer, succeeding 
Mr. Harvey. Before joining the 
company Mr. Hilyard was a vice- 
president of the Guaranty Trust 
Co. of New York. 


Charles Stores’ Ads Tell 
of $1,000,000 Purchase 


Charles Stores Co., which oper- 
ates a chain of department stores 
in 35 cities in five states, will an- 
nounce today (April 17) in full- 
page ads in the Daily News Record 
and Women’s Wear Daily the ex- 
penditure of $1,000,000 in cash for 
the purchase of new merchandise 
as part of its 25th anniversary pro- 
motion. 

More than 90% of the company’s 
advertising budget goes into local 
newspaper advertising. The com- 
pany is currently using 55 news- 
papers in the 35 cities where its 
stores are located in Kentucky, 
North Carolina, Pennsylvania, 
Tennessee and Virginia. 


Consumers Are Economically Less Certain, 
Reserve Board's Annual Survey Indicates 


WASHINGTON—Federal Reserve 
Board reported last week that its 
annual study of consumer buying 
plans shows a firm market for 
housing, automobiles and other se- 
lected durables during 1950. 

During their rounds in January 
and February, interviewers found 
Americans less certain about gen- 
eral business outlook, but indi- 
vidual personal income expecta- 
tions were generally as optimistic 
as a year ago. 

Only a third of those inter- 
viewed said they anticipate gen- 
eral price declines during 1950, 
but more than half were of the 
opinion that reductions would take 
place in hard goods lines—auto- 
mobiles and other durables. 


s Full details of the annual study 
of consumer finances, the fifth 
made by the board, will not begin 
to become available until June. 
The highlight summary rushed out 
last week made these interesting 
points: 

1. More than twice as many con- 
sumers intend to buy TV sets in 
1950 as in 1949. Buying plans for 
other selected durables (furniture, 
refrigerators and other large ap- 
pliances) are not very different 
from those expressed in early 1949. 

2. Preliminary data does not 
show any substantial drop in the 
number planning to buy new au- 
tos. Despite the fact that 1949 was 
a record sales year, middle and low- 
income groups comprise a larger 
part of prospective car markets 
however. 


a 3. If anything, the housing mar- 
ket is greater—more than 1,000,- 
000 consumers indicate “definite” 
plans for new homes in 1950, 
with demand particularly strong 


(a e ex 


rr rata ae 
ig . 


How world’s biggest sportswear maker 
makes bigger sales 


McGregor Sportswear is not only the world’s 
biggest sportswear manufacturer, but the 
leader in a fast-moving industry in produc- 
tion, merchandising, and advertising ideas 
that pay off. Here’s the team responsible for 
McGregor’s success, in the usual order: 
Harry Doniger, William Doniger, Sidney 
Garfield of Hirshon-Garfield, Inc., McGreg- 
or’s advertising agency, and Bernard Sturz. 


One idea these fellows had years ago was to 
advertise in The New York Times Magazine. 


Does it pay off? “In the first year,” they'll 
tell you, “we doubled our volume. Today we 
start our advertising schedules with The 
Times Magazine, and build from there.” 


The McGregor story, a true story of Ameri- 
can enterprise and ingenuity, is told in a 
booklet, “How the life of Riley became the 
life of McGregor.” A few stray copies are left. 
To get yours, write: Promotion Department, 
The New York Times, 229 West 43 Street, 
New York 18, N. Y. 


in the 
range. 

About half of those interviewed 
Said they felt business conditions 
are less favorable than they were 
a year ago. A year ago—on the 
eve of the big inventory adjust- 
ment—only three in ten were pes- 
simistic. 


Appoints Lindquist 


Lansing B. Lindquist, formerly 
an independent radio and tele- 
vision producer in Washington, has 


“under $10,000” price 


been named director of the radio| 


and television department of Ket- 
chum, MacLeod & Grove, Pitts- 
burgh. He succeeds Willard 
Schroeder, who has resigned. 


15 
FTC Attacks Inhiston Ads 


The Federal Trade Commission 
on Thursday extended its attack 
on what it considers unsupported 
anti-cold claims by antihistamine 
makers to Union Pharmaceutical 
Co., Montclair, N. J., maker of In- 
histon. Use of Inhiston will not 
materially reduce sneezing, snif- 
fling or coughing, said FTC. The 
commission earlier attacked ad 
claims of three other antihistamine 
makers (AA, March 27). 


PKOTO-REPORTING 


K PLACE, NEWARK 2," 


This is Jean Joyce, . 


“*Killian’s Personal Shopper.” She presents 


have been 


commercials written by Beulah Marsh 
of Killian’s, Cedar Rapids’ 
leading department store. Beulah 


and Jean are one and the same— 


ever since the store’s 9 a.m. 


news program started 16 years ago 


(which makes it the second oldest continuously 


sponsored newscast in radio history). 


This is A. L. Killian, 


Chairman of the Board of Killian’s. 


He knows that 75% of 
Cedar Rapids’ morning listeners 
hear WMT (from a 
questionnaire recently mailed 
to 10,000 charge account 
customers); that Cedar Rapids’ 


“Homes Using Sets’’ in the a.m. is 


71% above the national average; that 


WMT covers the store’s entire trading area 


(from mail stimulated by ““The Wishing 


Well,” Killian-sponsored afternoon program). 


This is Bill Quarton, 


account 


WMT’s general manager, who 
originally handled the Killian 


as a salesman. Bill can 


quote statistics like an electronic 
computer—but they all prove the 


same two things—Eastern Iowa is a lush 


market for advertisers; WMT is the 


sellingest station in Eastern Iowa. 


Ask the Katz man for full 


This is Eastern lowa... 


details. 
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TV Talent Costs Range from $3,000 to 
$18,500 Per Program, Says Wallace Ross 


New YorK—Rising talent, set 
and script expenditures have in- 
creased the program production 
costs of television 5% since last 
August, according to Wallace A. 
Ross, publisher of Ross Reports 
on Television Programming. 


Time charges have climbed from , 


15 to 35% during the same period, 
it was pointed out. 

Ross’ figures on how much spon- 
sors are paying, exclusive of time, 
for a typical TV show in the var- 
ious categories follow: 


Ons ROT GOED ccccecescccccesccvee $13,840 
Hour variety show .........0cceeeens 18,545 
Half hour drama .......6-cccccceees 7,577 


A DECADE OF 


It's 


* Nashville Banner — 
Luemng ° 


Within the past 10 years, the number of 


TELE PRONES 
in Nashville has increased from 47,244 to 


94,301 


Wage earners are busy. 
Business and industry are 
busy. And the increasing 
demand for more phones 
means that more families 
are earning more money 
. . in Nashville! 


The heart of {'@Y 7 Tennessee is 


IN PANS SEL gl el RIES 


The "MONEY TOWN” of the South 


Reach this prosperous market through: two great newspupérs. 


eS 


PROGRESS 


a busy signal! 


The Nashville Tennessean 
Morning . Sunday 


sections 
prove it! 


Ud. Beyer 


THE OLD ANALYST 


Yes sir, it’ 
Gh 2 Pe, Sotind bm 20 


The ABC Retail Area totals 


And it’s one of the most pros 
af dee connety . ..calen heures 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


SAYS... 


Zone population of 
122,601 


377,854 


/ 


iN ILLINOIS 


FORD 


Mid-West 


Half hour comedy-variety ............. 7,854 
Half hour mystery ..........000eeeee 6,920 
Half hour situation comedy ........... 6,781 
Half hour musical program ........... 11,588 
Half hour audience quiz .............. 3,529 
Daily children’s show (per week) ...... 4,118 
Forum or panel quiz ........--0+--+> 2,941 
Daytime women’s show (per week) ..... 2,331 
News program (per day) ............- 1,431 


a Mr. Ross breaks down the cost 
of an hour dramatic show thusly: 
$1,000—rights and adaptatidns; 
$3,000—cast; $2,500—sets, props 
and costumes; $500—sound effects, 
art, films, recorded music; $500— 
producer; $250—director; $2,250— 
10 hours camera rehearsal. He 
added 15% of the total for “mis- 
cellaneous station overhead,” plus 
15% agency commission. 

TV rights to play scripts range 
from $500 to $1,500, to short stories 
and novels from $300 to $500, and 
to radio dramas from $50 to $300, 
it was stated. 

Mr. Ross said increased costs 
are being offset by greater effi- 
ciency of operation and increased 
storage facilities. But he predicted 
program costs will continue to 
mount because of higher union 
scales and talent charges. 


JOHN R. ROBINSON 

Cuicaco—John R. Robinson, 67, 
who operated his own public re- 
lations business here since 1945, 
died in Detroit April 7. 

Mr. Robinson was managing edi- 
tor of the Boston Traveler from 
1908 to 1914 and of the Fort Worth 
Record from 1914 to 1917. For the 
next 15 years he held executive 
posts with various paper com- 
panies. 

From 1934 to 1939 he was with 
the Chicago Herald-Examiner 
(now the Herald-American) and 
in 1943 became chairman of the 
Chicago Newspaper Publishers As- 
sociation and conducted the war- 
time paper salvage drive. 


HERMANN J. BUB 

PHILADELPHIA—Hermann J. Bub, 
66, president of the Stewart-Jor- 
dan Co., Philadelphia agency, died 
April 7 at his home in Elkins Park, 
Pa. Active in the advertising busi- 
ness for more than 40 years, Mr. 
Bub had been art director of the 
Philadelphia North American and 
Record, and advertising manager 
of A. Geuting Shoe Co., before 
joining Stewart-Jordan Co. in 1929 
as vice-president. 


ARTHUR J. PHILLIPS 

PHILADELPHIA—Arthur J. Phil- 
lips, 75, former advertising man- 
ager of Hajoca Corp., died at his 
home here on Feb. 24. He retired 
in 1948. 


LESTER B. TUNISON 

New YorkK—Lester B. Tunison, 
56, former vice-president and ad- 
vertising manager of Liberty, died 
April 12 from burns suffered at his 
home March 31, when he fell 
asleep with a lighted cigaret in his 
hand. 

Before joining Liberty he had 
been eastern advertising manager 
of the Macfadden Publications, 
and before that western adver- 
tising manager of Popular Science. 


ROBERT K. JAMES 
Boston—Robert Kent James, 80, 
formerly assistant to his father, the 
late George B. James, in the pub- 
lication of business magazines here, 
died April 4. 

. Their publications included the 
Boston Budget and Beacon, House- 
hold Companion, American Culti- 
vator and American Horse Breeder. 
In recent years, Mr. James, an 
authority on forestry, had been an 
executive of Forest Products Co., 
a developer of timberland in Maine 
and New Hampshire. 


JOHN DANE PLAYER 
Lonpon—John Dane Player, 85, 
noted tobacco manufacturer, died 
at his Nottingham home on April 6. 
For 50 years, Mr. Player and his 
brother, G. W. Player, directed the 


company of John Player & Sons. 
They made advertising a fine art, 
and their “Players Please” slogan 
is claimed to have given smokers 
the habit of asking for their fav- 
orite product automatically. 


HU WOODWARD 

West Patm Beacu, Fia.—Hu 
Woodward, retired president of the 
Southwestern Publishing Co., Cin- 
cinnati, died here April 9. 


LESLIE H. COLONEY 

New York—Leslie H. Coloney, 
63, sales manager of Window Ad- 
vertising Inc., died April 10. He 
had been in the advertising busi- 
ness since his graduation from Cor- 
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nell University, and was a former 
contract bridge tournament player, 


Radio Checking Concerns 
Expand Their Activities 

Radio Reports Inc., New York, 
which acts as a radio “clipping” 
bureau and provides program con. 
tent research, has opened offices 
in San Francisco, Cleveland and 
Philadelphia. The company pre- 
viously operated in New York, 
Washington, Boston, Chicago and 
Detroit. 

Radio Recorders, Hollywood, 
which provides disc or tape re- 
cordings of programs or program 
excerpts, has enlarged its facili- 
ties through ‘he addition of video 
receiving equipment and new re- 
cording devices, 


MARKET 
better job for his client. 


Art ability is only one part 


do it economically. 


CRAFIINT 


processed into the paper 


can’t ‘beat! 


and many interesting examples of 
tone work. 


THE CRAFTINT MFG. CO 


THIS LITTLE ARTIST WENT TO 


repared to do a 


artist's success picture. He must 
also know how to get the most out 
of his work when reproduced, and 


DOUBLETONE DRAWING PAPER 
has invisible shading screens 


These tones instantly become vis- 
ible when Doubletone developer 
is brushed on. Shading appears 
only where the artist wishes it. 
Finished art, although containing 
two tones of gray plus black and 
white, still reproduces as straight 
line work. Here’s economy you 


Write today for chart showing the 


17 different Doubletone patterns available 


of an 


itself. 


Double- 


Nottingham tobacco manufacturing 
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James M. LeGate, General Manager 


5,000 WATTS - 610 KC - NBC 


Get Your Share 


A 7 Pe 


Gold Coast! 


In the 17 South Florida counties 
that make up our primary market... 


@ Retail Sales Are Up! 
@ Effective Buying Income Is Up! 
@ Population Is Up! 


Yup! There’s gold in them thar hills! 
(‘cept thar ain't no hills). 

And, WIOD tells your story to the 
largest listening audience in the 
history of the station...at least that’s 
what BMB Study No. 2 shows! 
What’ya waitin’ for, Bud? Get in 
touch with our Rep... 


P George P. Hollingbery Co. 
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Two Join List 
of NBC Video 


Show Sponsors 


Jay & Graham Reports 
2¥2-Hour TV Show Seen 
by 2,626,294 Viewers 


New YorkK—Last week was a big 
one for new business at NBC-TV. 

Speidel Corp., through Sullivan, 
Stauffer, Colwell & Bayles, signed 
to sponsor the last half of the 
“Jack Carter Show” starting May 
6. This is the first TV show to be 
aired by the watch band manu- 
facturer since it canceled Ed Wynn 
(CBS-TV) several months ago. 
Starting May 27, Speidel will carry 
the full 60 minutes of Jack Car- 
ter’s doings from Chicago. 

This is a part of the company’s 
intensified six-week drive for 
Father’s Day and graduation. Spei- 
del will continue to sponsor a quar- 
ter hour of “Stop the Music”—ra- 
dio version—on ABC. 

Magnavox Corp. bought the 
9-9:30 p.m., EST, portion of the 
“Saturday Night Revue” as of last 
Saturday (April 15). Time for the 
Sid Caesar vehicle was bought 
through Maxon Inc. The contract 
is for six weeks. 


s NBC has made a number of 
claims for the pulling power of 
the lavish new show. The opening 
(Feb. 25) telecast, it reports, had 
an average Hooperating of 38.4 
for the entire 24-hour period; a 
Schwerin rating showed 70% of 
a test audience describing it as 
the best variety TV show ever 
seen; an American Research Bu- 
reau panel study in the New York 
area gave it a rating of 50.8 on 
March 4. 

Swift, United Fruit and RCA 
also are sponsors of “Saturday 
Night Revue.” 

Jay & Graham Research Inc., 
Chicago, which conducts the Vi- 
deodex TV ratings in 17 cities, told 
AA that “Saturday Night Revue” 
on March 4 had an average rating 
of 28.4 in ten cities covered by 
its panels, but that there was a 
wide variation among the cities. 

In New York, Chicago, Cleve- 
land and Washington, where NBC 
stations are owned and operated by 
the network, the ratings were gen- 
erally much higher than in other 
cities. Average rating for the show 
on affiliated stations was only 19.4, 
against 32.6 for o-and-o stations. 


Av. 

No. of View- No. of 

Homes ers Viewers 
City Reached per set Reached 
Baltimore 43,420 3.4 147,628 
Boston 87,090 3.2 278,688 
Chicago 122,110 3.6 439,596 
Cincinnati 10,040 3.5 35,140 
Cleveland 54,600 3.5 191,100 
Columbus 6,860 3.1 21,266 
Dayton 4,230 3.8 16,074 
Detroit 31,200 3.6 112,320 
New York 301,400 4.2 1,265,880 
Washington 35,940 3.3 118,602 
Ten Cities 697,900 3.8 2,626,294 


Jay & Graham reports that the 
average 15-minute segment of the 
show reached 697,900 homes. Each 
set had an average of 3.8 viewers. 
Of the 3.8 persons, men comprise 
1.3; women, 1.6; teen-agers (12- 
rt 0.4, and children under 12, 


NBC estimates the cost of the 
show at $50,000-$60,000. Using 
$55,000 as the time and talent cost, 
Jay & Graham calculates that the 
cost of the show per home is 
7.89¢; the cost of reaching each 
viewer is 2.094¢; the cost per man, 
2.69¢; per woman, 3.32¢; per teen- 
ager (12-18) 0.83¢, and the cost of 
reaching children from seven years 
through 11 years, 0.105¢. 


® These figures, however, are sub- 
ject to the important qualification 
that the program is heard in as 


REVAMPED—Kinsey Distilling Corp., Phil- 

adelphia, has renewed its contract for 

this Times Square spectacular for five 

years, and has added a 10’ neon “40” 

to fit in with the current newspaper cam- 

paign for Kinsey Gold 40 and Silver 40 
blended whiskies. 


many as ten additional cities not 
measured by Videodex, Jay & Gra- 
ham calculates that these markets 
may have as many as 15% addi- 
tional viewers (15% more than 
2,626,294). The cost per viewer, 
thus, would be lowered accord- 
ingly. 

A second qualification is that 
network o-and-o stations carry 
the entire 24-hour show, but af- 
filiates only carry about an hour. 

The Videodex ratings for the 
month of March, like the other 
ratings cited by the network, 
show a vast improvement in 
NBC’s Saturday night TV au- 
dience: 


Feb. Mar. 
Market Rating Rating 
Baltimore 1.2 24. 
Boston 10.6 34.0 
Chicago* 3.6 31.0 
Cincinnati 10.6 11.7 
Cleveland* 9.0 40.0 
Columbus 7.7 11.2 
Dayton 9.0 10.0 
Detroit 5.2 20.0 
New York* 1.2 34.5 
Washington* 5.8 29.5 


*Owned and operated by NBC. 


# As shown in the table, major 
gains were, in most cases, confined 
to cities served by o-and-o stations. 

At the present time, Videodex 
is compiling information from its 
April report to determine dupli- 
cation of audience from March. 
This data will suggest the cumu- 
lative audience and turnover—the 
holding power of the “Saturday 
Night Revue.” 

Other new NBC business in- 
cludes a time sale to Anchor Hock- 
ing Glass Corp., which will make 
its TV debut as sponsor of a Mon- 
day through Friday hour show 
May 15. The program, scheduled 
from 11 p.m. to 12 midnight, EST, 
will be an informal session, Wil- 
liam H. Weintraub Co. is the agen- 
cy. 
The series is to be co-sponsored 
with local beer dealers in some 
15 or 20 cities at the outset. Other 
markets are to be added later. The 
time and talent budget, on a 52- 
week basis, will run from $1,500,- 
000 to $4,000,000 annually, de- 
pending on the number of cities 
carried. The campaign is designed 
to promote Anchor glass one-way 
bottles. Talent for the show, which 
will be an NBC package, is being 
selected now. 


Bryan Appoints Cramer 

Bryan Full Fashioned Mills, 
Chattanooga, Tenn., has appointed 
Sally Cramer, formerly with Mc- 
Cann-Erickson, as advertising and 
sales promotion director, a newly 
ereated post. Miss Cramer, who 
will maintain her headquarters in 
New York, will be responsible for 
the coordination of advertising, 
sales promotion and public rela- 
tions activities. 


Balsam Joins Steller, Millar 


George Balsam, formerly an ac- 
count executive with G. M. Bas- 
ford Co., New York, has joined 
Steller, Millar & Lester, Los An- 


geles, as an account executive. 


Last Minute News Flashes 


]. B. Williams to Introduce Skolex 


New York—Skolex, a new sun allergy cream by J. B. Williams Co., 
will hit the market this summer. Advertising plans, incomplete at the 
moment, will include national weekly and monthly magazines in June 
and July, cooperative radio spots and mats for co-op newspaper use. 
The product was tested recently in Florida newspapers. J. Walter 
Thompson Co. services the account. 


Frankel Named Statistician for Politz 


New YorkK—Lester R. Frankel, previously with Dun & Bradstreet as 
specialist in sampling procedures and statistical technique, has joined 
Alfred Politz Research here as statistician. Mr. Frankel, working with 
the government, helped develop the sampling programs of a number 
of federal agencies, and originated many of the basic plans and 
techniques of sampling now being used by the Bureau of the Census 
and other agencies. 


P&G Using 170 Papers for New Spic & Span 

CINCINNATI—Procter & Gamble Co. will spread its introductory cam- 
paign for its “new formula” Spic & Span to more than 170 news- 
papers across the country April 20. The campaign broke in New York 
papers April 13 with copy claiming that it is “50% faster cleaning than 
any soap.” Biow Co. handles the account. 


Ansco Offers ‘Vacation Special’ on Films, Camera 
New YorK—Ansco Division of General Aniline & Film Corp. will 
break a magazine campaign in June on a “vacation special” offer— 
four rolls of “all-weather” film free with a Panda camera at the 
regular price of $4.54. Full-page insertions are set for Collier’s, Life, 
Look and The Saturday Evening Post. Point of sale materials and 
newspaper mats are being provided for dealers. Biow Co. is the agency. 


Cairns Resigns Wembley: Walker Saussy Named 


New OrLEANS—John A. Cairns Co. has resigned the account of 
Wembley Inc., tie maker, effective July 1. The account has been as- 
signed to Walker Saussy-Advertising, New Orleans. Cairns was on it 
since last fall, when it was taken over from Fitzgerald Advertising 
Agency here. 


Faye Back on CBS-TV; Other Late News 


Having moved Faye Emerson to NBC-TV as of April 15 to capitalize 
on the all-star Saturday night lineup of shows, Arnold Bakeries, New 
York, has decided to move her back to CBS-TV on June 25. When the 
advertiser and its agency, Benton & Bowles, found NBC-TV’s “Show 
of Shows” was leaving the air for the summer, they decided to return 


0| Miss Emerson to CBS in what was considered a more favorable time 


spot. 


e Philip Morris’ “This Is Your Life,” with Ralph Edwards, an NBC 
feature since its inception, will switch to CBS on May 9. This move will 
give Columbia all of Philip Morris’ nighttime radio business. 


e “Buy ’em by the Carton” is Procter & Gamble’s new slogan for 
Camay, which is now being offered in cigaret-like, easy-to-carry con- 
tainers holding ten regular-size or eight big “beauty-bath” size cakes. 
This special merchandising drive was launched with a full page in Life. 
Tag lines will be used in P&G’s regular magazine copy this month. 
Commercials on a couple of P&G broadcasts are suggesting that Mrs. 
Housewife buy her Camay in cartons.. Pedlar & Ryan is the agency. 


e Fleming-Hall Tobacco Co., manufacturer of Sano and Encore ci- 
garets, has switched from Deutsch & Shea to Raymond Spector Co., 
New York, with an increased appropriation for newspapers, television, 
and radio. 

e Charles H. Myers, previously with Grey Advertising Agency and 
Benton & Bowles, has joined Catherine Oglesby, New York advertising 
agency, as a vice-president. 


e WSGN and WSGN-FM, Birmingham, Ala., has named Philip Frank, 
formerly executive secretary of Broadcast Measurement Bureau, as 
director of research and sales promotion, effective April 24. 


e The Advertising Council has voted to revive its campaign to recruit 
student nurses; as well, the council will again promote United Nations 
Day and another campaign on religion in American life. J. Walter 
Thompson Co. will be volunteer agency on all three drives. 


e George F. Perkins, formerly an American Broadcasting Co. account 
executive, has been appointed director of the radio and television de- 
partment of Schwab & Beatty, New York. 


e Clinton Foods Co., packer of Snow Crop quick-frozen products, will 
produce 1,000,000 5-oz. cans of lemon concentrate for lemonade this 
summer, featuring the new product in newspapers, chiefly, and in 
spot radio and at point of sale, via Maxon Inc. Minute Maid Corp. will 
promote a similar product (see story on Page 60). 


be dropped from the paper as a re- 


‘Chicago Sun-Times’ 
to Publish Only 
One P. M. Edition 


Cu1caGo—The Chicago Sun- 
Times, formerly a ‘round-the-clock 
daily newspaper, has announced 
that effective today it will reduce 
its afternoon coverage to one edi- 
tion. All morning editions will 
continue to be issued. 

This does not mean, said Rich- 
ard J. Finnegan, editor, that the 
Sun-Times is withdrawing from 
the afternoon field. The paper is 
“merely compressing operations,” 
he added, and the one afternoon 
edition will be replated if neces- 
sary to report any extraordinary 
events. 

More than 300 employes will 


sult of the new schedule. 

Despite increased advertising 
revenue, Mr. Finnegan said, it was 
felt necessary to curtail the ex- 
pense of operating the Sun-Times 
plant on a ’round-the-clock basis. 
A further saving will be effected 
he added, through elimination of 
afternoon home delivery service. 


Maynes Heads Sewing Sales 


International Sewing Machine 
Co., New York, has appointed John 
V. Maynes, previously a depart- 
ment manager with R. H. Macy 
& Co., as vice-president in charge 
of sales. 


Appoints Durstine Agency 

Roy S. Durstine Inc., San Fran- 
cisco, has been retained to handle 
the advertising of Thornton Can- 
ning Co., Thornton, Cal. 


Ads, Displays 
Interdependent, 
POPAI Told 


(Continued from Page 1) 
were used. This increased the sale 
of Pillsbury pie mix 600% over 
a period of about three months, he 
said. 

He cited the quick identity im- 
pact of national magazine covers 
as a notable instance of the value 
of point of purchase display, and 
urged his listeners to plan solely 
with the idea in mind that “the 
people who buy point of purchase 
material are not buying merchan- 
dise; they are buying sales and 
profits for themselves.” 


s John E. Wiley, chairman of the 
board, Fuller & Smith & Ross, 
made a presentation on the “1950 
method of moving goods to mar- 
ket,” in which he was assisted 
by Murray Koff, assistant adver- 
tising manager in charge of sales 
promotion, Seagram Distillers 
Corp.; R. H. McMann, eastern dis- 
trict manager, radio and television, 
Westinghouse Electric Corp.; and 
John H. Faunce Jr., sales promo- 
tion manager, Lukens Steel Co. 
Mr. Wiley illustrated by means 
of slides that, in order to get 
maximum action at the point of 
sale, six things are necessary: 
study and research; planning based 
on research; advertising based on 
plans and research; information to 
salesmen and distributors about 
research, plans and advertising; 
promotion of plans, advertising 
and research at all focal points 
along the line of sales effort; edu- 
cation of salesmen and dealers on 
plans, products and _ specialized 
sales efforts; and finally, maxi- 
mum use of point of purchase ma- 
terials and helps at the retail level. 


a Mr. Koff stressed the impor- 
tance of the use of a graphic trade- 
mark and the necessity of “plug- 
ging it constantly by point of pur- 
chase materials. To illustrate his 
talk, he presented slides of his 
company’s current campaign on 
America’s seven favorite cock- 
tails and how Seagram ties in with 
the use of its well-known trade- 
mark of the numeral seven. 

Mr. McMann predicted that be- 
tween 6,000,000 and 6,500,000 tele- 
vision receivers will be merchan- 
dised this year at an average price 
of $200 to $250 each. Both Mr. Mc- 
Mann and Mr. Faunce emphasized 
the increasing use of point of pur- 
chase material in the so-called 
family capital goods field and in 
the industrial field. 


= George P. Butterly, deputy com- 
missioner of the New York State 
Liquor Authority, in charge of 
public relations, declared that the 
authority, in all of its rulings, is 
conscious of the fact that “adver- 
tising is the chief tool of a com- 
petitive economy.” 

He said that all New York laws 
affecting liquor advertising have 
been tabulated by the Commerce 
Clearing House, Chicago, which 
he said is the first tabulation of 
the kind that he knows of. 

An estimated 10,000 people vis- 
ited the 52 exhibits at the two day 
meeting. It was reported that 60% 
more display space was used by 
exhibitors than a year ago. There 
were more moving displays and il- 
luminated three-dimensional ex- 
hibits than in former years. 


Brown-Manly Names Knollin 
Knollin Advertising Agency, San 
Francisco, has been retained to 
handle the advertising of the ex- 
port division of Brown-Manly 
Plow Co., wholly owned subsidiary 


of W. R. Grace & Co. 


ee 7 
= INGE Y Ae | ee | 
ping” Bos gue ie ae or ae 
1 con. ry 7 ai eee ee eae eee 
ffices Sas ss ss es Pate is 
1 and oe ee be 
pre- — oe vane coe 
0 and ae pe 
APiToR | as ee a | Se 
e re- ad ‘ - ¥: : : 
gram #4 ee 
facili- - =i. it 
video we te = . ss 
Ww re- ee a, a a ee 
| a | | 
| heer pao err | 
. Sees 
| “a ay 
ee. 
es, 
a ee 
: a | 
ys | | oe 
f —_ = 
1 as 
Bie 
ee 
aes 
ay ee 
: ee 
Is! a go 
| | a 
a My ee 
a 
a ee a | X' 
7 BA ie ct OEE Ae SONG ee ite SUT ay ee ee NS ee Py et, ene 8 as satis Pa ce ae pera ee . Ce eee eee im tis peed 6 i re Bi ia en Ty : ork ie pee ke | 2 : aoe ee scx 
a ern et ee A ee 


78 


Max Wylie Revises 
His Book on ‘Radio 
and Video Writing’ 


New YorK—‘The new writer 
won't find radio easy to break into; 
nor will he find it easy to stay in 
radio,” says Max Wylie in the pre- 
face to the revised edition of “Ra- 
dio & Television Writing,” pub- 
lished by Rinehart & Co. The price 


of the new edition is $5. 

Mr. Wylie adds: “Radio and 
television are a tough business; 
they offer no more security than 
wing walking. But the radio writer, 
like the wing walker, will sel- 
dom be bored.” 

The first edition of “Radio 
Writing” was published in 1939, 
and was designed as a practical 
textbook for teachers and students 
seeking to shape their writing tal- 
ents to the requirements of radio 


1 


Local, Regional 


and family selling. 


7 


California. 


national advertisers. 


Oakland 


FOOD 


ADVERTISING 


IN CALIFORNIA DURING 1949 


turn to The Tribune for immediate results 


Because The Tribune has the largest home- 
delivered daily city circulation in Northern 


TOTAL GROCERY LINEAGE PACIFIC COAST KEY CITIES 
DURING YEAR 1949 


Includes retail grocers, department stores, groceries and 


RANK NEWSPAPER TOTAL LINES 
1 Seattle TIMES 2,454,629 
2 Portland JOURNAL 2,443,969 
3 OAKLAND TRIBUNE 2,406,831 
4 Los Angeles TIMES 2,342,342 
5 Sacramento BEE 2,169,052 
6 San Diego UNION 2,045,131 
7 Fresno BEE 2,018,255 
8 Spokane Spokesman REVIEW 1,888,921 
7 San Diego TRIBUNE SUN 1,859,556 

10 Tacoma NEWS TRIBUNE 1,847,487 


and National Advertisers 


Source—Media Records 


REED WERERROTE [ORE WORLD OHITED FREES CHV ER OH PAILT BEM FORTIER SERHICE why 


IN ADVERTISING 


This sounds like quite a boast. But 
it is an established fact. 

And the only reason for bringing it 
up is that every advertiser is interested 
in the “company he keeps” as well as 
the magazine's acceptance among other 
advertisers in the field. 

As America’s only weekly transpor- 
tation newsmagazine, selling at $20 a 
year (ABC), Traffic World carries 


Traffic World Carries More Advertising of Transportation and Shipping 
Products, Supplies, and Services Than Any Other Advertising Medium .. . 


CHICAGO NEW YORK WASHINGTON, D. C. 
418 S. Market St. 122 E. 42nd St. 815 Washington Bldg. 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 
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more advertising collectively than any 
other publication in the country, in 
these advertisiug classifications: 
freight transportation services, pas- 
senger copy, industrial sites, transpor- 
tation equipment, mechanized freight 
handling and packaging, port adver- 


tising, etc., etc. 


Let us give you latest market facts 
and send you copies of recent issues. 


scripts. 

The revised edition of the volume 
is designed to serve a similar pur- 
pose, but chapters on television 
techniques—as they have devel- 
oped to date—and mystery and 
murder shows have been added. 


@ While Mr. Wylie has written 
much of the material included in 
the new edition, chapters have 
been contributed by Henry Mor- 
gan, Abe Burrows, Vick Knight, 
Robert J. Landry and others. 

Amateur writers, eager to make 
the grade, will not find the kind of 
optimistic encouragement they 
might expect. Albert R. Perkins, 
for example, paints the following 
picture: 

“Radio writers are still the most 
mistreated people in the industry. 
They are still the least understood, 
the most exploited, the most ca- 
priciously unscheduled (on the 
pay scale), the most frequently 
insulted, the most insecure. And 
the irony of all this is that they 
are still the most necessary work- 
men in the whole business.” 

But if fledgling writers can sur- 
vive the cold water treatment with 
their ambition and enthusiasm in- 
tact, they will find the following 
chapters filled with sound advice, 
concrete suggestions and a wide 
variety of outstanding scripts. 


‘RADIO & TV ACTING’ 
PUBLISHED BY RINEHART 

New YorkK—Rinehart & Co. has 
published a new volume, “Radio & 
Television Acting (Criticism, 
Theory & Practice),” by Edwin 
Duerr, radio and TV supervisor, 
_ & Rubicam. The price is 
“My basic topic,” Mr. Duerr says 
in his preface, “is acting, not 
merely studio mechanics. Only 
after a student has learned to act 
should he specialize in the few 
peculiarities of reading before a 
microphone or of performing be- 
fore the cameras.” 

The volume includes chapters on 
the nature of acting, voice and 
speech, microphone techniques, 
microphone reading, characteriza- 
tion and emotional and comedy 
acting. 


Whitmore Named 
New Head of Point 


of Purchase Group 


New YorK—Edward K. Whit- 
more, president of Oberly & Newell 
Lithograph Corp., New York, was 
elected president of the Point of 
Purchase Advertising Institute at 
its fourth annual symposium here 
last week. He succeeds John M. 
Palmer of Palmer Associates, who 


John M. Palmer 


was elected chairman of the board 
of the Institute. 

At a conference following his 
election, Mr. Whitmore estimated 
that $750,000,000 will be spent in 
1950 by advertisers on point of 
sale materials. 

In reply to a question on general 
trends, he said that an increasingly 
larger share of advertising budgets 
is being allocated to point of sale 
helps. On specific industry trends, 
he said that three-dimensional dis- 
plays are being more extensively 
used, and that there is a definite 
swing toward wider use of sound 
and moving sales messages. 

Other officers elected include: 
lst vice-president, Walter J. Ash, 
vice-president, Consolidated Lith- 
ograph Corp.; 2nd vice-president, 


Edw. K. Whitmore 


Edw. E. Peterson, Forbes Litho- 
graph Mfg. Co.; western vice- 
president, Herbert Zipprodt, pres- 
ident, Zipprodt Inc; treasurer, 
Harry Fenster, I. Fenster & Sons; 
and executive secretary, J. Kings- 
ley Gould. 


Appoints Bob Kirschbaum 


Bob Kirschbaum has been ap- 
pointed radio and television direc- 
a Bg Arthur Rosenberg Co., New 

ork. 
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Maizlish to Buy KFWB 


Warner Brothers Broadcasting 
Corp. has agreed to sell its 5,000 
watt independent AM_ station 
KFWB, Los Angeles, to H 
Maizlish, the station’s general man. 
ager for the past 13 years. Warner 
Brothers has owned and operated 
the station for 25 years. Sale of 
the property is in line with Warn. 
er’s present policy of liquidating 
all interests not directly connected 
with the production of motion pic. 
tures. 


es © AGGIn in Per Capita income 
ee © AG Gin in Newspaper Lineage 


« NOW in Bosketbaii! 


It's Davenport, lowa — a “must' in every national newspaper advertising 


campaign. 


First again in per capita income with $1957.00 effective buying income 
. . « first again in newspaper lineage with 26,104,406 lines in 1949, Daven- 
port has chalked up another first by winning the 1950 State High School 
Basketball Championship! Truly “America's Most Amazing Community", 
the wealthy, progressive Davenport territory is served by the Davenport 
Newspapers. No sound advertising schedule is complete without them. 


THE DAVENPORT NEWSPAPERS 


Be THE DAILY TIMES 
B= THE DEMOCRAT & LEADER 
DAVENPORT, IOWA 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


for the very finest 


color process plates 


600 W. VAN BUREN ST. 


CHICAGO, ILL. 


© ST. 2-5367 


Advert 
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PROFESSORS TELL ALL—Nine professors answered questions at 
last week’s meeting of the Chicago Industrial Advertisers Asso- 


Poster Contest Closes Soon 

The 13th annual best poster de- 
sign contest conducted by McCand- 
lish Lithograph Corp., Roberts Ave. 
and Stokley St., Philadelphia, 
closes at 5 p.m. April 28. Prizes 
totaling $1,350 will be awarded to 
the artists who design the best 24- 
_ posters advertising any prod- 
uct. 


Loucks Studio Names Two 
Loucks & Norling Studios, New 
York, industrial, educational, and 
television picture production, has 
appointed John A. Norling, for- 
merly a partner of Loucks & Nor- 
ling before its incorporation, as 
president. Wil Marcus, previously 
ad manager of Polaroid Corp., has 
been appointed vice-president. 


BLACK LIGHT FLUORESCENCE 


Advertising s New Glowing Dimension 


Sets disploys ‘‘on fire’’ with spectacular black lighted fluores- 
cent messages. Makes copy shout for attention! Stops store and 


window traffic with the brightest 


Lawter’s DAY-GLO*.. 


colors ever seen! 


. Lawter’s LUVA-LITE 


Lawter’s BLACK LIGHT FIXTURES 


Products of LAWTER ... 


Leader in Luminescence 


Learn how to use them NOW! 


* Trade Mark 
3554 Touhy Avenue * 


use with black light. 
Please send me: 


DAY-GLO 
low-cost Black Light Fixtures. 


, 0 Agency 0 Advertiser 

| 0 Silk Screen Operator 0 Display 
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-=*"_—- LAWTER CHEMICALS, INC. -------—- 


1 want to learn about Lawter's DAY-GLO and Lawter’s LUVA-LITE Fluorescent Paints for 


(0 DAY-GLO & LUVA-LITE Free Information Kit, including new Technical Releases, 
Color Card, LUVA-LITE Color Swatches, specifications and prices for 


0 1 am enclosing sketch and specifications of a prospective display for you to color- 
engineer, sending me your color, design, and black lighting recommendations. 


1 am interested in DAY-GLO and LUVA-LITE from the standpoint of an: 


Chicago 45, Illinois 


Oo 


0 Sign Company 
Studio 


LARG 


York where more people live 


of 17 states. In selling 
this market of 1,400,000 
your dollar in Courier- 
Express buys greater 
impact on the families 
with more money to 


It Gets Results 
BECAUSE 


Newspaper 


984, 000* SUNDAY CIRCULATION 
AND GROWING EVERY WEEK 


Blankets the great 8-county market of Western New 


states, and where retail salesare greater than in any one 


ult Cong Read a oe: 


ee B.C. ” audit 


ESI... 


than in any one of 16 


BUFFALO 


Courier 
: EXPRESS 


REPRESENTATIVES: 


OSBORN, SCOLARO, MEEKER & SCOTT 
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“et 
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ciation. Here all nine of them are enjoying themselves while 
Wm. A. Marsteller (right), the moderator, makes a serious point. 


Grill 9 ‘Profs’ 
at Industrial 
Admen’s Meeting 


CuiIcaco—An interesting varia- 
tion of the Kay Kyser Kollege of 
Musical Knowledge was used by 
the Chicago Industrial Advertisers 
Association April 10, when capped- 
and-gowned advertising executives 
formed a panel to answer questions 
regarding advertising submitted by 
the membership. 

William A. Marsteller; vice- 
president of Rockwell Mfg. Co., 
and a former president of the Na- 
tional Industrial Advertisers’ As- 
sociation, was moderator, and the 
panel members included Russell 
Oakes, advertising manager, in- 
dustrial truck division, Clark 
Equipment Co., Buchanan, Mich.; 
Stuart Phillips, advertising direc- 
tor, Dole Valve Co., Chicago; Ar- 
thur Tofte, manager, advertising 
and industrial press department, 
Allis-Chalmers Mfg. Co., Mil- 
waukee; Harvey Scribner, presi- 
dent, Russell T. Gray Inc.; Ross 
Llewellyn, Ross Llewellyn Inc.; 
and Edward Lauesen, vice-presi- 
dent, Fuller & Smith & Ross; C. E. 
Price, Keeney Publishing Co.,; 
Clark Boughton, Power, and 
Charles L. Haskins, Gas Age. 


s The questions, many of which 
were controversial and resulted in 
active audience participation, 
ranged all the way from how to set 
up an advertising appropriation, 
measuring the results of adver- 
tising and repeating advertise- 
ments to selling the American 
economic system to employes and 
the public. 

In answering the last question, 
which Mr. Tofte described as the 
most important with which any 
advertising manager can be con- 
fronted, he urged industrial ad- 
vertisers to do a more thorough 
job of explaining the system under 
which America lives and prospers 
to workers, the community and the 
general public. 

“If socialism takes over to re- 
place our present competitive en- 
terprise system,” Mr. Tofte de- 
clared, “there will be no more 
need for advertising or advertis- 
ing men.” 

The meeting was arranged by 
Emil Stanley, advertising director 
of Traffic World and Transporta- 
tion Supply News, the CIAA pro- 
gram chairman. 


WFBR Names Helen Brooks 


Helen Brooks has been named 
director of women’s programs at 
WFBR, Baltimore, replacing Mar- 
tha Ross Temple, who resigned 
after more than 11 years with the 
ABC station. Miss Brooks former- 
ly directed children’s programs at 
KAVE, Carlsbad, N. M. 


Wittner Picks Feeley 

Fred Wittner Advertising, New 
York, has named John J. Feeley, 
previously ad manager of E. W 
Bliss Co., as an account executive 


and member of the plans group. 


Senate Committee Kills 
Liquor Advertising Bill 


The Langer bill (S. 1847) pro- 
|hibiting beer, wine and liquor ad- 
| vertising on the air or in printed 
j}media moving in interstate com- 
jmerce was apparently dead 
Wednesday, after the Senate in- 
terstate commerce committee voted 
6 to 3 not to report it. 

The bill, subject of hearings dur- 
ing each of the past three years, 
had been “unfinished business” 
since mid-January, when nearly 
100 witnesses appeared during a 
two-day hearing to argue pros and 
cons (AA, Jan. 16). 


pices 6 at ae OSE Me ne ie 


79 
Rhodes Transterred 


John Rhodes, executive vice- 
president of Industrial Surveys Co., 
Chicago, will operate out of the 
company’s New York offices start- 
ing in June. Since his promotion 
from vice-president in charge of 
production in February, Mr. 
Rhodes has been dividing his time 
between the company’s New York 
and Chicago offices. 


McMahan-Horwitz Moves 
McMahan-Horwitz Co., St. Louis 
agency, has moved its offices from 


the Paul Brown Bldg. to 317 N. 
11th St. 


Low Rates « Books 


A convenient and inexpensive way to 
read the latest and best books on ad- 
vertising, selling, and executive train- 
ing—that’s what the Executives’ 
Service offers you. 


Join for 6 months and read up to 4 
books in comfort at home. Books are 
mailed to you one at a time; member- 
ge be 3 Ge day we mail the first 


You aon van each book as as 
you like; there are no overtime 
charges. However, books must be read 
within the membership period. We es- 
timate you can average 3 weeks read- 
ing time per book. 


Case Histories of Successful Adv—PI Ed- 


Public Relations in Action— 

Getting a Job in TV—Southwell 

Copy, by & ne of Adv—. Glim 
How rder—Irvin 


Through Mail 
How Ct 2 i= & We Success in 
Advertising —Waiter Low 
of Readable Writing Flesch 
9. Marketable Packaging — Lippincott & 


Advertising to Mass Market—Woolf 

How to Put Your Ideas Across— 

D. Wetherill 

. Anatomy of Advertising—Wisemen 

. Tested Adv Methods—John ae 

. How to Write Adv That Sells— 

. How to Develop Your Executive ability 
—Daniel Starch 

. Advertising Copy—Hotchkiss 

. After Business Hours—Ed by PI 

. Advertising Procedure—Kleppner 

. Adventures in Advertising—Yo 

20. Advertising & Business Side of 

Ned Midgley 


MAIL COUPON 


Grah am 


| Enclosed is $3 membership fee. 


i E rx T sales and advertising 
BOOKS BY MAIL 


Mailed to Your Door 
Membership fee is $3 for 6 months. 


We pay postage on books to you; you 
pay return postage (only a + ‘cents 
r book). Your membership fee will 


refunded on a 
are not completely 
ime. 

To join, first select 4 books from the 
list below and write their numbers on 
the coupon. If a book you would like 
to read is not listed, write us the title 
and author’s name, and indicate which 
of your numbered selections you wish 
it to replace, if it is available. Then 
complete the coupon and mail it with 

to the Executives’ Book Service, 
m 1107, 347 Madison Ave., N.Y. 17. 


ro-rata basis if you 
satisfied at any 


21. oe to Sell Yourself to Others—Elmer 
How A Raised Myself from Failure to 
Success in Selling—Bettger 

Marketing & Dist Research—Brown 
Masters of Adv Copy—Frederick 

Your Creative Power—Osborn 

How to by! Well—Bender 

Future of TV—Orrin Dunlop 

How to. Develop Profitable” Ideas—Otto 


F. Reiss 

Secrets of Closing age 

Pick Your Job & Land It—Edlund 

Blueprint for Public Relations--Plackard 
& Blackmon 

Basic Problems in Sales Mgt—LaClare 

Selling Tc and Through the New De- 

partment Store—E. B. Weiss 

What Makes People Buy—Laird 

How to Run Sales Meeting—Hega 

Developing Your Exec Ability maith 

Art of Rapid Reading—Pitkin 

Lewis Eng Refresher & Vocabulary 

Builder—Norman Lewis 

How to Hold an Audience Without a 


40. Johnson O’Connor Vocab Builder 


8 SSSe5 ah FSS BSSESE 8 


© IT’S COMMON SENSE TO READ FOR PROFIT 


| TO: EXECUTIVES’ BOOK SERVICE, DEPT. A4, ROOM 1107, 347 MADISON AVE., N. ¥. 17 
Enroll me for 6 months as per information in above advertisement. 


WRITE 4 BOOK 
NUMBERS HERE 


EXCELLO press Hace 


impact of quality. 


today! 


Kang Soler ow the as 


Excello delivers quality printed 

sales messages on schedule and priced 
competitively to give you a better printing job at a 
lower cost and still deliver the 


*If you haven't received your 
copy of the Excello story of 
growth—send for a free copy 


XCELLO PRESS inc. 


LITHOGRAPHERS + PRINTERS 
400 NORTH HOMAN AVENUE + CHICAGO 24, ILLINOIS 


the leading” 


owe of, Oe | in the Midwest 


“+ 


coWL Excell MEvade’2-2100 
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LARGEST CIRCULATION OF ANY 
QUARTER IN ESQUIRES HISTORY 


800,000 CONSIDER THESE FACTS—THEN DECIDE! 
WHAT ROLE ESQUIRE SHOULD PLAY IN 
YOUR ADVERTISING PROGRAM. 


UP! UP! UP! 
Highest net paid 
A.B.C. circulation in 
Esquire history 


FACT 1: Esquire circulation for the first threg 
700,000 months of 1950 averaged 802,000—the largest 
of any quarter in Esquire’s history! 


FACT 2: Esquire newsstand sales for thé 
first three months of 1950 averaged 421,008 

— evidence of continued gains and vitality 
for the largest selling 50¢ magazine on t 
newsstands today! 


FACT 3: Month after month for 22 consecu 
500,000 tive issues, Esquire’s circulation has exceeded 
UP! UP! UP! that of the corresponding month in the yearaay 
Still further gains preceding. 


in newsstand sales 


400,000 FACT 4: Each copy of Esquire is read by 
over 10 real, live readers, the largest number aa 
of readers-per-copy of any national magazine ay 


F antee, Esquire is consistently delivering a cif 
culation bonus in excess of 100,000 per issues 


FACT 6: No advertising sells like advertising 
200,000 in the service magazines, and... 


1948 1949 1950 
Ist quarter Ist quarter Ist quarter 


vont imu sres: Advertise tn 


THE ONLY SERVICE MAGAZINE FOR MEN! 
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